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PREFACE  
Electronic commerce, commonly known as e-commerce or 
eCommerce, consists of the buying and selling of products or 
services over electronic systems such as the Internet and other 
computer networks. The amount of trade conducted electronically 
has grown dramatically since the wide introduction of the Internet. 
A wide variety of commerce is conducted in this way, including 
things such as electronic funds transfer, supply chain management, 
e-marketing, online marketing, online transaction processing, 
electronic data interchange, automated inventory management 
systems, and automated data collection systems. Modern electronic 
commerce typically uses the World Wide Web at at least some 
point in the transaction's lifecycle, although it can encompass a 
wide range of technologies such as e-mail as well. 
A small percentage of electronic commerce is conducted 
entirely electronically for "virtual" items such as access to 
premium content on a website, but most electronic commerce 
eventually involves physical items and their transportation in at 
least some way. 
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The meaning of the term "electronic commerce" has changed 
over the last 30 years. Originally, "electronic commerce" meant the 
facilitation of commercial transactions electronically, usually using 
technology like Electronic Data Interchange and Electronic Funds 
Transfer, where both were introduced in the late 1970s, e.g., to 
send commercial documents like purchase orders or invoices 
electronically. 
The 'electronic' or 'e' in e-commerce refers to the 
technology/systems; the 'commerce' refers to be traditional 
business models. E-commerce is the complete set of processes that 
support commercial business activities on a network. In the 1970s 
and 1980s, this would also have involved information analysis. The 
growth and acceptance of credit cards, Automated Teller Machines 
and telephone banking in the 1980s were also forms of e-
commerce. However, from the 1990s onwards, this would include 
Enterprise Resource Planning Systems, data mining and data 
warehousing. 
In the dot com era, it came to include activities more 
precisely termed "Web commerce" -- the purchase of goods and 
services over the World Wide Web, usually with secure 
connections (HTTPS, a special server protocol that encrypts 
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confidential ordering data for customer protection) with e-shopping 
carts and with electronic payment services, like credit card 
payment authorizations. 
Today, it encompasses a very wide range of business 
activities and processes, from e-banking to offshore manufacturing 
to e-logistics. The ever growing dependence of modern industries 
on electronically enabled business processes gave impetus to the 
growth and development of supporting systems, including backend 
systems, applications and middleware. Examples are broadband 
and fibre-optical networks, supply-chain management software, 
customer relationship management software, inventory control 
systems and financial accounting software. 
When the Web first became well-known among the general 
public in 1994, many journalists and pundits forecast that e-
commerce would soon become a major economic sector. However, 
it took about four years for security protocols (like HTTPS) to 
become sufficiently developed and widely deployed. Subsequently, 
between 1998 and 2000, a substantial number of businesses in the 
United States and Western Europe developed rudimentary web 
sites. 
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Although a large number of "pure e-commerce" companies 
disappeared during the dot-com collapse in 2000 and 2001, many 
"brick-and-mortar" retailers recognized that such companies had 
identified valuable niche markets and began to add e-commerce 
capabilities to their Web sites. For example, after the collapse of 
online grocer Webvan, two traditional supermarket chains, 
Albertsons and Safeway, both started e-commerce subsidiaries 
through which consumers could order groceries online. 
The emergence of e-commerce also significantly lowered 
barriers to entry in the selling of many types of goods; accordingly 
many small home-based proprietors are able to use the internet to 
sell goods. Often, small sellers use online auction sites such as 
eBay, or sell via large corporate websites like Amazon.com, in 
order to take advantage of the exposure and setup convenience of 
such sites. 
Successfull factors of E-commerce: 
In many cases, e-commerce company will survive not only 
based on its product, but by having a competent management team, 
good post-sales services, well-organized business structure, 
network infrastructure and a secured, well-designed website. A 
company that wants to succeed will have to perform 2 things: 
Technical and organizational aspects and customer-oriented.  
 V
Acceptance of E-commerce: 
Consumers have accepted the e-commerce business model 
less readily than its proponents originally expected. Even in 
product categories suitable for e-commerce, electronic shopping 
has developed only slowly. Several reasons might account for the 
slow uptake, including: Concerns about security, Lack of instant 
gratification with most e-purchases (non-digital purchases), The 
problem of access to web commerce mainly for poor households 
and for developing countries, The social aspect of shopping, Poorly 
designed bug-infested e-Commerce web sites that frustrate online 
shoppers and drive them away, Inconsistent return policies among 
e-tailers or difficulties in exchange/return. 
I, here by, bow and aknowledge my revential gratitude to 
divine power and divine souls for their graceful inspiration towards 
me in this regard. 
I express my sincere thanks and deep sense of indebtedness 
to my guide Dr. Hitesh. J. Shukla, Associate Professor, Department 
Of Business Management (MBA Programme), who has guided me 
and taken interest in my research work. His scholarly guidance and 
inspiring suggestions have helped me in carrying out the present 
research work. Words are inadequeate to express my deep sense of 
gratitude to him for his invaluable guidance. Infact, I have learnt a 
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would not have been possible. 
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1.   INTRODUCTION 
 
1.1   CONCEPT OF E-COMMERCE: 
E-commerce has unleashed yet another revolution which is 
changing the way business buy and sell products, services and 
information over the network. The emergence of Internet has rise 
to a new interactive marketplace for buying and selling. Thus the 
E-commerce simply means buy and sell goods, information and 
services online through the network. It encompasses production, 
distribution, marketing, sales, delivery of goods and services, after 
sales services, payment, buying, price comparison, etc. Online 
markets promote buying and selling of goods and services worth 
several million dollars in an anonymous fashion1.  
E Commerce refers to enabling inter-company trade using a 
variety of electronic means such as WWW, EDI and EFT. 
Practically every aspect of the trade could be conducted 
electronically2. 
E-commerce is changing all business functional areas and 
their important tasks, ranging from advertising to paying bills. The 
nature of competition is also drastically changing, due to new 
online companies, new business models, and the diversity of EC-
related products and services3. 
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Electronic Commerce reduces the friction in the transactions 
of business over the network. Thus it can be possible for seller to 
make improvement in quality of services, customer care, after sales 
services and delivery of goods and services. It also makes possible 
instantaneous delivery in some cases of goods like software, digital 
music, digital movie, digital clips etc.  
Electronic commerce is concerned with system and business 
process that support: 
1. Creation of information sources 
2. Movement of information over the global network  
3. Effective and efficient interaction among producers, 
consumers, intermediaries and sellers 
E-commerce also plays a role of economic activities like 
contracting, pricing, payment, purchasing, order placing and some 
times delivery of goods or services and shipment. Thus E-
commerce helps to conduct traditional commerce through new 
ways of transferring and processing information. 
Business becomes paperless with the use of Electronic 
Commerce. Each and every transaction of Electronic Commerce is 
done automatically. This automated trade can be made possible 
with the use of EDI (Electronic Data Interchange), E-mail 
(Electronic Mail), Electronic bulletin boards, and Electronic Fund 
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Transfer and network communication. It moves whole economic 
activities of organization in an automated way. Establishment of an 
organization, Production planning, process of goods, selling and 
purchasing of goods, supply chain; marketing etc. becomes fully 
automated with the use of Electronic commerce4. 
E-commerce looms large on the horizons of tomorrow and it 
promises to transform trade and industry in ways not yet imagined 
or comprehended. Its impact of course is expected to go far beyond 
commerce to affect the lives of millions of Internet users and 
purveyors. In some manner it is similar to the impact of printing on 
the trade and commerce, transforming it from the simplistic mode 
of mostly barter through direct exchange and verbal promises into 
formalized, organized and contracted trade and commerce. 
Subsequently to involve the use of printed currency, it changed the 
very basis of finance and banking services that emerged as a result. 
Electronic commerce plays several functions in the organization 
which are describes as follows: 
1. Electronic commerce speeds up and simplifies communications 
and transactions between parties involved in goods, services and 
financial/ monetary declines. 
2. It makes information accessible world wide including on the 
variety and pricing of goods or services, thus it making possible 
 5
“shopping” world wide with little effort and in a time and cost 
effective manner. 
3. Electronic commerce makes it possible to diffuse and make 
accessible one’s own information to those potentially interested 
including advertising. 
4. Electronic commerce makes possible direct dispatch and delivery 
of certain services and products, which can be transmitted in 
digitized from via the Internet. 
1.2   Significance of Electronic Commerce: 
The telecommunication revolution and its convergences with 
the other leading edge, technologies such as EDI, ‘smart’ phones, 
digital video and audio, on-line chat, Internet telephony, interactive 
TV etc. is leading to a fundamental transformation of international 
trade. The ability of the Internet to bring together distant parts of 
the world in an information exchange can have a far reaching and 
potentially impact on both the developing and industrialized 
economies alike. It can also raise fears and apprehensions that stern 
as much from the uncertainties of its future development as well as 
from the complex technological, economic and financial issues that 
it raises. 
Throughout history, international trade has been facilitate by 
all manner to technical advances from the discovery of paper and 
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the issues of coins to the development of the shipping industry and 
the invention of powered flight. In this century, perhaps the most 
significant of these influences has been the telecommunication 
revolution from telephone and fax to now the Internet and its 
subsidiary Electronic Commerce, which is the new and powerful 
emergence of communication technology has been of major 
significance for humankind, society, the economy and the state 
considered to be as the industrial revolution for the world. 
The definition of E-commerce illustrate that all the 
transactions of business like production, distribution, marketing, 
sales or delivery of goods or services have to be done by electronic 
means. A commercial transaction can be divided into three main 
stages: 
1. The advertising and searching stage 
2. The ordering and payment stage 
3. The delivery stage 
Any or all of these may be carried out electronically and may 
therefore be concept of ‘E-commerce’. E-commerce encompasses 
all kinds of commercial transactions that are conducted over an 
electronic medium or network, mostly the Internet. Electronic 
commerce covers both business to consumer and business-to-
business transactions and it is not limited to the purchase of a 
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product. It includes all information or services that a company may 
offer to its customers, over the net from pre-purchase information 
to after sales services and support. 
From a business perspective, the objectives of E-commerce 
or Internet commerce are to improve effectiveness, efficiency, 
timeliness, quality and accuracy of interaction between businesses 
and their trading partners or customers. 
Electronic commerce provides a new mode of conducting 
commercial transactions in a much more efficient mode. From a 
business point of view, there are two major uses of Electronic 
Commerce. The first is to use it for reduce transaction costs by 
increasing efficiency in the use of time and lowing costs. The other 
is to use it both as a marketing tool to increase sales as well as to 
create new business through it. For example software and 
maintenance services. 
Electronic Commerce is a tool for both type of business, 
existing business as well as an opportunity for new business. There 
would be possible that in a short span of time, all businesses will 
need to apply the use of Electronic Commerce. Much as most 
business had to learn, to adapt to the phone and fax, only more so if 
trade transaction and supply chains become digital and on-line. 
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In the last few years, organizations have started conducting 
E-commerce over the Internet, the network of networks. The 
Internet has given yet another boost to E-commerce because it is a 
low cost alternative to the proprietary networks. E-commerce 
standards are underdevelopment. The more well known are EDI 
(Electronic Data Interchange), Intranet (The inter organizational 
exchange of business documentation in structured and machine 
process able form over computer communication networks), LAN 
(Local Area Network) and Network architecture based on the OSI 
(Open System Integrate) model. The network architecture based 
OSI model have seven different layers like Physical Layer, Data 
link Layer, Session Layer, Presentation Layer and Application 
Layer. 
1.3   Global perspective of E-Commerce: 
Due to the existing development gap and differences 
between the North and South, developing countries face a distinct 
challenge in order to realize the promises inherent in this new 
technological development. Here two basic tasks loom, namely 
how to equip the developing countries to benefit from and use the 
internet as a tool for development and secondly how to ensure and 
manage the growth and development of the internet as a public’s 
goods and utility that would also promote development. The 
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former is developmental challenge and requires investments in the 
infrastructure of telecommunications in information technology 
industry to ensure the easy and affordable availability of 
computers, software, training and Internet literacy. The later is 
more of a global regime challenge, which involves the growth and 
regulation of the Internet and its facilities on a universal scale. This 
is a serious issue, in view of the potential importance of the 
Internet for all spheres of life, everywhere and because of the trend 
for the facility to be increasingly dominated by a few countries and 
private companies. 
As e-commerce will be a hard fact of economic life in future, 
the World Trade Organization, like several other international 
organizations is addressing the need to be further negotiating. 
Developing countries therefore need to prioritize their polices and 
responses both from a domestic and external point of view. For 
developing countries it is important to distinguish between the 
general issues of telecommunication the internet and e-commerce 
and those specific aspects that directly affect them and their 
development and are therefore of particular concern. It is also 
important to differentiate between the specific aspects that directly 
affect them and their development and are therefore of particular 
concern. It is also important to differentiate between the specific 
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issues related to the Internet and e-commerce, even though they are 
highly interrelated5. 
A strategy and policy perspective for developing countries is 
recommended to be address at three levels. 
1. International issues 
2. National issues 
3. Business community level issues 
1.3(A)   INTERNATIONAL ISSUES: 
Although the vision of an emerging global electronic market 
place has several appealing and potential futures, there are other 
aspects that are clearly problematic. A part from network and data 
security, the new global electronic commerce networks raise many 
fundamental concerns about the regulation of international goods, 
services, currencies, information or ideas and the impact of these 
developments on national sovereignty, political institutions, 
administration, financial and trade policy and the way of life, while 
these matters are of relevance to both developed and developing 
countries, some are of particular concern to developing countries. 
Interestingly this is one technology and step in human development 
especially regarding communication and trade and content for both 
the North and the South. Today technological advances in 
communication access for Internet and e-commerce, whether it is 
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New York or New Delhi or practically any major city across the 
globe. Whether at the same level is of course a different issue. 
Countries of the South must therefore take this factor into account, 
in developing the strategies to be adopted in international debates 
and negotiations. The most important international issues for e-
commerce and trade in relation to developing countries concern 
two areas: 
A) Standards and technology issues 
B) Trade policy issues and responses at the WTO – 
mainly those of market access, trade logistics and 
tariffs. 
Today the south is virtually excluded from standard setting 
and technological development by virtue of not being in the 
business of high tech information and communication technology, 
and lacking expertise because of that. Standards and technology are 
both growing and changing so rapidly that keeping pace with them 
is an issue in itself. One possibility is that developed technologies 
after they have been tried and tested in the North. The other is that 
they may therefore have to pay a high price or be saddled with out 
molded versions. Developing countries may benefit by the market 
and international bodies/associations, Setting and formulating 
standards. But the obvious danger is that if they have no say on 
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these matters, they will be unable to try to advert the possible 
adverse implications of the resulting standards for their economies. 
Formulating negotiating positions at the WTO is becoming 
increasingly urgent and important in view of the May 1998 WTO 
ministerial declaration on global electronic commerce and the on-
going WTO work programmed on e-commerce6.  
1.3(B)   NATIONAL ISSUES: 
These are perceived as three: 
1) E-commerce policy and strategy for each country: 
This would include both legal and taxation issues that all 
governments need to address as well as the implications of e-
commerce for economic and financial policy and vice versa. Such 
policy setting is important, as each country must address this 
important issue at the highest level of government in order to be 
sure that it is accorded the necessary importance that it deserves. It 
is also important here to distinguish between national strategies and 
priorities and international strategies and negotiating positions. A 
strong national experience and infrastructure provides the strength 
to perform at the international level. 
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2) Infrastructure and technology issues for the country, as 
well as the administrative framework for its application: 
Again, this is largely a matter of historical background and 
the road ahead as choose by each country, especially in the area of 
telecommunications. Bringing in competition and attracting 
investment into this crucial capital and technology intensive area 
has contributed significantly to improved services and lowering of 
costs. 
3) Responses and initiatives or governments to promote e-
commerce, both in government as well as with the private 
sector: 
This would range from a hands-off attitude, with basic fiscal 
and legal framework provided to actual promotion through several 
initiatives ranging from EDI for improving trade logistics, to 
education and training, setting up websites, Internet cafes/centers, 
E-public procurement etc. for both trade and industry as well as the 
citizenry. Promoting use of IT and ‘e-governance’, i.e. the use of 
IT in government to bring in efficiencies and transparency and use 
it for its citizens to access information and services is another 
important initiative that should develop alongside e-commerce in 
developing countries. This would not only promote its use within 
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government, but also help to popularize it and make it useful for all 
of society7. 
 
1.3(C)   BUSINESS COMMUNITY LEVEL ISSUES: 
These issues relate to the various trade and commerce issues 
faced by business enterprises in developing countries. As for 
example those concerning access, trust, security, fraud, digital 
contracts and guarantees. There are options of advertising and 
setting up of databases, virtual shopping malls, common platforms 
and supply chains. These can be addressed as individual companies 
or as associations. But if these will possible than what if any should 
be the role of government and what type of partnerships should 
emerge?  
All these are issues that not only governments in the south 
but international agencies with the mandate to promote SMEs 
(Small and Medium Enterprises) and international trade and 
commerce need to address. Several countries and agencies are in 
fact already doing this, not only because it is a necessity but also 
because of the emerging view that SMEs are one of the target 
groups that could benefit most from the opportunities emerging. 
Since it is predicted that 80 percent of the growth in e-commerce 
will come from B-to-B transactions (as opposed to B-to-C or B-to-
G), it is here that SMEs and business in the south must find their 
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opportunity and future. Though there cannot be ‘one-stop’ 
solutions or even standardized models, there are several initiatives 
that can be undertaken.  
These could include: 
• Creating awareness and publicizing the benefits and challenges 
of E-commerce. 
• Training and capacity building in IT and e-commerce. 
• Promoting the sharing of experiences between SMEs of south 
regarding E-commerce.   
•  Helping SMEs access supply chains and public procurement 
supply Possibilities. 
•  Creating directories and data banks etc8.  
1.4   E-Commerce Opportunities For Industries: 
Following are some of the areas where e-commerce is 
witnessing rapid growth in the global markets. Indian software and 
services companies need to tap into some of these vertical 
segments to gain the maximum advantage in the E-commerce 
solution sector. 
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1.4(A) Financial Services: 
Forrester research, a leading US based market research 
agency has predicted that, by 2002, a large number of users will 
use the Internet for financial guidance. 
1.4(B)  Stock Trading: 
Online stock trading is now days one of the most demanding 
e-commerce utilities. The ability to offer market access at a 
competitive price is a key advantage of online stock broking 
companies and this is slowly happening in India too. 
1.4(C) Banking: 
Internet banking is not growing as fast as online stock 
trading. However, some banks like ICICI and HDFC are making 
inroads into this area. 
1.4(D) Legal and professional services: 
Opportunities also exist for Indian companies in legal and 
other professional services. There are significant legal and 
regulatory implications of implementing an Internet business or of 
migrating from traditional off line business. In terms of 
opportunities for Indian legal service providers, the requirement for 
professional, legal and regulatory advice is expected to increase as 
number of e-commerce users increases. 
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1.4(E) Tour and Travel: 
The travel industry has readily adapted to e-commerce. 
There has been a growing emphasis on the search for alternative 
distribution channels within the sector, particularly with the 
railways and the airlines, as they seek to reduce costs. These 
sectors have adapted well because of their online reservation 
systems. 
1.4(F) Health care: 
Health care represents one of the biggest expenditures of 
governments worldwide. Internet has the potential to enhance 
communications, streamline processes and create new business 
opportunities, by providing high quality administrative services 
and integrating information systems9.  
1.5   Commerce change in E-Commerce:   
Traditional commerce is just refers as selling and buying 
something or delivering goods and services. It entails a variety of 
processes like exchange of information, item or service’s identity, 
price comparisons, buying, mode of payment, customer support, 
marketing, feedback and research, designing of product, 
manufacturing of product and their distribution etc. 
Commercial transaction has to play two roles. First is seller 
and second is buyer. Both buyer and seller have “comfort zones” 
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built into the relationship based on their expectations and 
experience. Perhaps the buyer believes that she/he can trust on the 
seller only so far, or perhaps the merchant will extend credit to 
people whom she/he knows are from the neighborhood. This 
flexibility of the rules they use to govern their participation in the 
transaction. Dishonest participants can exploit this flexibility, but 
should one of the parties have reason to doubt this search for a 
mutually acceptable outcome, the entire commerce transaction 
becomes more difficult and may fall apart in distrust. 
Online commerce (E-Commerce) will still new enough that 
participants shall still trying to get a handle on how the rules of 
commercial interaction apply to this new medium. With the use of 
Electronic Commerce exchange of goods and services will possible 
very quickly and interact. The global transaction will also be faster 
and easier.  
From the buyer point of view this process is starting from the 
requirement of a product, services or information. The process 
followed by information gathering and exchange of goods or 
services. After the information gathering phase in the phase of 
exchange of goods or services customer may negotiate with price, 
quantity, quality, payment terms and conditions, delivery of goods, 
after sales services, etc. After sales services plays an important role 
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for keeping customer happy with product or services. It is a chain, 
which link customer and manufacturer together. It is also helpful 
for manufacturer or producer to design new products for customer, 
which actually meets with their requirement. It provides a feedback 
or opinion for manufacturer, which is useful for feature 
development. 
According to the manufacturer and dealer’s perspective, E-
Commerce entails the design, manufacturing, marketing, 
positioning, distribution and delivery of product/services. Network 
communication, Internet infrastructure and the use of information 
technology make easier this process. Thus organizations are 
moving traditional buying and selling activities to the web because 
it is a more rapid, convenient and cost and time efficient medium. 
Using the Internet to take telephone orders, send faxes, make sales 
calls, ship products and bill client’s benefits all involved parties. 
Electronic Commerce is an electronic system that connects 
information resources of information systems with the reach of 
network connection to directly link. The component of information 
exchange of Electronic Commerce system encompasses banner, 
advertisements and website containing details of products or 
services and electronic catalogues providing detailed information 
regarding pricing, quality, delivery and payment terms and 
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conditions. In some systems that also provides customized 
offerings. This E-Commerce has broader approach over the 
network. The agreement and order placement stage is followed by 
the value exchange including physical or electronic commerce can 
be done through traditional methods using electronic payment 
system like credit card, debit card, electronic cash, electronic visa 
card, etc. 
 
 
 
 
 
 
 
 
(Source:   ‘E-commerce application modeling system study and analysis for developing E-
commerce model’ C. Vijay. 2005, Chapter-1) 
Figure -1.110 
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package and ship it according to the buyers advice. The business 
may tie up with information systems of delivery. 
In the above figure with the addition of these three elements 
there are two supplementary elements like customer services and 
marketing. In the Electronic Commerce system the customers and 
manufacturer or service providers are directly connected to the 
reach of the network. This becomes a major source of efficiency in 
addressing problems, keeping customer up to date with the new 
developments. The direct connection over the network provision of 
service to customer also gives the producer accurate access of data 
regarding problems encountered by the customers as well as their 
product preferences. 
The marketing element uses the data generated by the 
feedback and other preferences from the customers. This data is 
utilized for further research and strategic planning for creating 
improved new product or service. These elements relate to each 
other in a circular fashion that over a period may acquire appositive 
spiral effect, promoting further economic activity. 
Thus E-Commerce has a broader and wide perspective rather 
than buying and selling over the network. It encompasses all the 
activities in the above cycle. In short term only some of these 
activities may evolve to take advantage of the electronic format and 
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network connectivity. Over a period of time most of these elements 
take place in an electronic format over the network and get 
integrated with the information systems infrastructure of the 
organization. 
The direct interaction between consumers and manufacturers 
promotes disinter meditation. For example, reduction 
intermediaries, may aggregate information and add value by 
integrating multiple sources, to provide customized products. In 
this model of E-Commerce the role of the intermediary is to be a 
customized online production process that may take information 
input from multiple other business sources and offers the customer 
option of tailor made products. The final deliverable product 
offered by these intermediaries’s library. He may then lie to create 
a customized CD titles, consisting of selected songs. In this case 
the production process represents the ability to produce customized 
CD title. The delivery of those specialized CD titles can be 
physical or digital; depending upon the mode of the customer 
chooses to order. Chipshot.com is an example of this new kind of 
intermediary, which accepts orders and delivery customized golf 
clubs. In the case of financial management, production oriented 
value addition can be offered by providing aggregated trends, 
moving averages, sector performance and any other related 
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economic indicators that may influence the feature of the chosen 
ticker symbols11. 
1.6   BUSINESS MODELS: 
Molding traditional paper based practices into practices 
appropriate for E-commerce often proves to be a difficult task from 
the business perspective. Form example; consider the uncertain 
kinship between traditional signatures and computer based 
authentication methods.  
A business model is the method of doing business by which 
a company can sustain itself, that is, generate revenue. The 
business model spells out how a company makes money by 
specifying where it is positional in the value chain. 
Some models are quite simple. A company produces goods 
or services and sells it to customers. If all goes well, the revenues 
from sales exceed the cost of operation and the company realizes 
profit. Other models can be more intricately woven. Radio and 
television broadcasting is a good example. With all the talk about 
“free” business models on the web, it is easy to forget that in radio, 
and later in television. Programming has been arid free to anyone 
with a receiver for mush of the past century. The broadcaster is part 
of a complex network of distributors, content creators, advertisers, 
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and listeners or viewers, who makes money and how much is not 
always clear at the outset. 
The literature about Internet E-Commerce has offered 
various definitions, some of which are listed as follows12:  
1. Architecture for the product, service and information flows, 
including a description of the various business participants 
and their roles. 
2. A description of the potential benefits for the various 
business participants. 
3. A description of the sources of revenues.  
However, a business model does not discuss how it will 
realize the business mission of company. For our understanding, E-
Commerce can be defined as any form of business transaction in 
which the parties interact electronically13. Transaction in an E-
Market represents a number of interactions between parties. For 
instance, it could involve several trading steps, such as marketing, 
ordering, payment and support for delivery. An electronic market 
allows participating sellers and buyers to exchange goods and 
services with the support of information technology. 
E-Markets have three main functions such as: 
1. Matching buyers and sellers. 
2. Facilitating commercial transactions. 
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3. Providing legal infrastructure. 
Information Technology performs all the three functions and 
also helps to increase market efficiency and reduce transaction 
costs. The interaction between participants is supported by e-trade 
process that is basically search, valuation, payment and settlement, 
logistics, and authentication as shown bellow: 
 
 
 
 
 
 
 
 
 
(Source:   Josheph P. T., ‘E-Commerce A Managerial perspective’, Prentice Hall of India Pvt. 
Ltd. – New Delhi Pg. No:27) 
Figure 1-214 
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companies are creating new business models and reinventing old 
models. We find business models categorized in different ways. As 
such there is no single, comprehensive and cogent taxonomy of 
web business models one can point to. Although there are many 
different ways to categorize E-Business models, they can be 
broadly categorized as: 
• E-Business model based on the relationship of transaction 
parties. 
• E-Business model based on the relationship of transaction 
types15.  
1.6(A) E-Business Model Based On Relationship Of Transaction    
           Parties: 
E-commerce is not just Business to Person or Person to 
Person; it is also used Business-to-Business and Business-to-
Government. “Business to consumer sites focused on taking 
customer orders online before building in automated support or 
marketing. However, Business to business sites are finding that 
they need to include value-added services to facilitate E-
procurement”16. 
Electronic markets are establishing in various fields. Each 
industry has their market with different characteristics. For 
example Information B-to-C market is different from the 
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automotive B-to-B market. In the past companies that sell digital 
information goods: such as news, articles, music, books or digital 
video. In the B-to-C market for information, the task of e-
infrastructure is not limited to help match customers and sellers, it 
also acts as delivery of large files, distribution channel, streaming 
media and other types of digital goods in an efficient way. We can 
define this B-to-C Internet market as an open system, where 
number of participants is unknown. In the automotive B-to-B 
market, such parts and components of cars are sold with having 
high degree of specification. The market is mainly based on EDI 
over expensive VAN services. EDI involves the exchange of 
standardized, structured information between organizations, 
permitting direct communication between computer systems. Now 
a day in many activities of automotive B-to-B markets the Internet 
is used. At the heart of the B-to-B application is the strong 
integration of different activities. Servers, networks and software 
should provide the infrastructure to integrate web-based 
applications with mainframe and legacy systems. In the B-to-B 
market the number of participants involved in trading is limited. It 
is also known as closed market. 
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It is difficult to understand the nature of the market’s 
requirement. The relation between B-to-B and B-to-C models are 
clearly shown as bellow: 
 
 
 
 
(Source:   Josheph P.T., ‘E-commerce A Managerial Perspective’, Prentice Hall of India 
private limited-New Delhi –2004, Pg. No.:30) 
 
Figure 1-317 
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transaction partners such as B2C (Business to Consumer), B2B 
(Business to Business), B2G (Business to Government), C2C 
(Consumer to Consumer) and C2B (Consumer to Business). Within 
these broad categories, there are a number of variations in the way 
the models are implemented. 
Summary of E-Business transaction models 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source: Josheph P.T., ‘E-commerce A Managerial Perspective’, Prentice Hall of India 
private limited-New Delhi –2004, Pg. No:31) 
Table  118 
Model Description Examples 
 
B2C Sells products or services 
directly to consumers. 
Amazon.com, autobytel.com, 
ediets.com,pets.com 
B2B Sells products or services 
to other businesses or 
brings multiple buyers 
and sellers together in a 
central marketplace. 
Chemdex.com, metalsite.com, 
verticalnet.com, shop2gether.com. 
B2G Business selling to local, 
state and federal 
agencies. 
Igov.com 
C2C Consumers sell directly 
to other consumers. 
Ebay.com,inforocket.com,priceline.com 
C2B Consumers fix price on 
their own, which business 
accept or decline. 
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The contents of the above summary are illustrated in the 
form of a diagram as shown bellow: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source:   Josheph P.T., ‘E-commerce A Managerial Perspective’,  Prentice Hall of India            
private limited-New Delhi –2004, Pg. No:31) 
Figure 1-419 
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are no real time settlement systems available to let the users of one 
gateway settle their accounts with users of another group. No inter-
bank settlement is possible as of now. This delays e-commerce 
transactions. The B2C transactions can, however, be enabled by the 
credit cards, which are growing in number. The credit cards today 
number 5.1 million with total spending of Rs 81 billion20. 
1.6(A-I)   Business To Consumer (B2C): 
Consumers are move to online shop for purchasing of 
product, arranging finance, shipment and delivery of goods and 
also for after sales services. Totally online shopping is most 
probably possible in digital goods and software services. Retail 
sale is also done in Business-to-Consumer Electronic business, 
which is known as e-retail or e-tail business. Such examples of 
B2C are airline tickers, entertainment venue tickets, hotel rooms 
and shares of stock. 
Barnes and Nobels are e-tailors with storefront, which are 
the examples of traditional brick and mortar retailers. These 
combined online businesses are also known as brick and click 
companies. 
Business-to-Consumer Electronic business has to provide 
high value content to their customers for a subscription fee. 
Examples of e-business following this subscription model include 
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the wall street journal, financial news and articles, customer 
reports, product reviews and evaluations and ediets.com. 
Virtual malls are also a part of B2C e-business. Virtual malls 
are websites that host many online merchants. The merchants of 
virtual mall are known as online merchants. They are charged by 
virtual mall for online setup, site registration, transaction fees, 
marketing services and also for many other services related to trade 
or transaction. exite.com, choicemall.com, women.com, 
networksweb.com, amazon.com, zshop.com, yahoo.com, 
bababazar.com are examples of virtual malls. 
E-tailors are sometimes called virtual merchants that offer 
traditional or web based products or services only over the Internet. 
They also provide another variation on the B2C model. Examples 
of virtual merchants are amazon.com, etoys.com and ashford.com. 
Some businesses supplement a successful traditional mail 
order business with an online shopping site, or completely move to 
web-based ordering. These types of businesses are sometimes 
known as catalogue merchants. Examples of catalogue merchants 
are avon.com, omahasteaks.com, etc. 
In the Business-to-Consumer model on the net, many people 
were excited. With this new communication media people are 
allowed to establish on the net. It also makes revolution in 
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Information Technology (I.T.) field. The opportunities and the 
challenges posed by the Business-to-Consumer Electronic 
Commerce are very large. A large amount of investment has gone 
into this and many sites have either come up or coming updating to 
tap this growing market. 
1. Reasons of the use of B2C are as follows: 
1. Inexpressive costs and big opportunities: 
On the net-based business opportunities are immense and 
companies can market their product to the whole world without 
much additional cost. 
2. Globalization: 
With the use of B2C E-commerce a small company can also 
make trade transaction with big company. Internet is accessed by 
millions of people around the world and that people are potential 
customers. Thus any company can do business at global level with 
the use of Business-to-Consumer Electronic Commerce. 
3. Reduced operational costs: 
Through the online business other cost like paper cost, 
advertising cost, order-processing cost can reduce. 
4. Customer convenience: 
Online business is very user friendly to customer. Customer 
can generate order placement online. They can also see delivery 
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status, order status and get their receipts online. Thus with the use 
of Business-to-Consumer e-business customer convenience is 
being interactive and user friendly. 
5. Knowledge management: 
The database system and information system management 
can know number of site visitors. It is also useful for creating better 
value for them. 
 The process of working with B2C: 
Business-to-Consumer Electronic Commerce is nothing 
more than an online store. It manages all transactions of business 
by using Information Technology. The following graph makes B2C 
in most understandable form. 
 
 
 
 
 
 
 
 
 
 
 
 35
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source:   Josheph P.T., ‘E-commerce A Managerial Perspective’, Prentice Hall of India 
private limited-New Delhi –2004, Pg. No:33) 
 
Figure 1-521 
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 The process of B2C explained briefly as follows: 
1. Visiting the virtual mall: 
Virtual mall is a website containing the details regarding 
particular company. In this process the customer visits the mall by 
browsing and searching the online catalogue. The online catalogue 
is an organized form of displaying products and their related 
information regarding price, distribution, availability, etc. it is easy 
to finding right product by using search engine. Virtual malls. May 
include a basic to an advanced search engine, product rating 
system, content management, customer support systems, bulletin 
boards, newsletters and other components which make shopping 
convenient for shoppers. 
2. Customer registration: 
To become a part of the shopping site the customer should 
have to register him on the site. Then he/she will being able to get 
complete services from online shop. The participation of customer 
in company’s growing database can use for knowledge 
management and data mining. 
3. Customer buys products: 
Using virtual malls customer surfs the catalogue detail 
regarding products price, quantity, quality, after sales service, 
shipment, delivery, order details, etc. and proceeds for buying a 
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product. The customer can even change the quantity of a certain 
product. 
4. Merchant processes the order: 
From the above stage merchant received order and processes 
it by filling up necessary forms. 
5. Credit card is processed: 
For the payment of the product the credit card of the 
customer is authenticated through a gateway or a bank. In the 
process the other electronic payment system can also be used such 
as repaid card, debit card, demand draft, etc. 
6. Operations management: 
After following the above processes the order is passed on 
the logistics people. In this stage traditional commerce is still exist. 
The processes like inventory management, total quality 
management, warehousing, optimization and project management 
should still be incorporated in Electronic business. customer 
fulfillment is still the most important aspect of E-commerce. 
7. Shipment and Delivery: 
At last the shipment of the product to customer is done. The 
customer should be able to track his order/delivery through the 
website. Virtual mall contain a delivery-tracking module on the 
status of a particular order. 
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8. Customer receives: 
Customer receives product and verified it. The system 
should then tell the firm that the order has been fulfilled. 
9. After sales services: 
At last in this stage the product is reached to the customer 
and sales has been made. The firm has to make sure that it 
maintains a good relationship with its customers. This is done 
through the Customer Relationship Management (C.R.M)22.  
1.6(A-II)   Business-to-Business (B2B): 
In the Business-to-Business model company conducts its 
trading and other commercial activity within a company via media 
Internet. 
With the use of B2B model, there is a huge opportunity area 
on the web. All the operations of the companies are being 
worldwide and it need for linking between customers and vendors. 
It is a part of supply chain of ERP (Enterprise Resource Planning). 
Companies need to set up a backbone of Business-to-Business 
applications, which will support the customer requirements on the 
web. Many B2B sites are developed on specific company and 
industry, containing to a community of users or a combination of 
forward and backward integration. Companies have achieved huge 
 39
savings in distribution related costs due to their Business-to-
Business applications. 
 Advantages of B2B model: 
Using the B2B model companies and industries gains many 
advantages, which are, describe as follows: 
1. Direct interaction with customers: 
In the B2B model unknown and faceless customer including 
other businesses can buy the product of MNC (Multi National 
Company). Large MNCs pay a fortune for this information on 
customer buying patterns. 
2. Focused sales promotion: 
Sites are containing feedback form on itself. Form this form 
company can get authentic information about customer’s likes or 
dislikes, preferences, etc. it is very helpful to the company for sales 
promotion. 
3. Building customer loyalty: 
Loyalty of a customer is a big asset for a company. It has 
been observed that online customers can be more loyal than other 
customers. It has also been found that once customers a site their 
product, they don’t like to shift loyalties to another site or product. 
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4. Scalability: 
In the Business-to-Business transaction web offers round the 
clock access and it is open for each and every person of the world. 
It means it is accessible also for unknown customer. This access is 
across location and time zones. Therefore for a company is able to 
spread over the world can set up a generic parent site for all 
locations and make regional domains to suit such requirements. 
Microsoft is using this model very successfully. 
5. Savings in distribution costs: 
By using this e-business model, a company can save lots of 
money in distribution, logistical and after sales service cost. The 
examples are the software industry, airlines and telecom 
companies, Digital music companies, etc. this is because the e-
business models involve the customer in the business interaction to 
such a level that they are able to avoid setting up the huge 
backbone of sales and support force which ordinary would have to 
be set up. 
 The process of the B2B transactions: 
Business-to-Business transactions contain more complexity 
than Business-to-Consumer transactions. Following steps illustrate 
the process of B2B transactions. 
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1) Review catalogs 
2) Identify specifications 
3) Define requirements  
4) Post request for proposals 
5) Review vendor reputation 
6) Select vendor 
7) Fill out purchase orders  
8) Send purchase order to venders 
9) Prepare invoice 
10) Make payment 
11) Arrange shipment 
12) Product inspection and reception 
Due to this complexity of transactions involved in Business-
to-Business, e-business can be risky if sites cannot guarantee to 
adequate quality of service in terms of performance, availability 
and security. 
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Several models and classifications propose B2B commerce. 
An electronic marketplace for B2B trading is illustrate as follows: 
 
Electronic Market Place 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
(Source:   Josheph P.T., ‘E-commerce A Managerial Perspective’, Prentice Hall of India 
Private Limited, New Delhi – 2004, Pg. No: 39) 
 
Figure 1-623 
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1. Aggregators: 
In the aggregator model both the buyer and the company 
aggregates seller. The company aggregates the buyer and seller. 
The buyer is aggregated to form a virtual buying entity and 
supplier to constitute a virtual distributor. 
2. Hubs or process integration: 
For producing a highly integrated value preposition, Hubs or 
process integration is very useful. Hubs are Internet based 
intermediaries that focus on a specific industry. Hubs host 
electronic markets and create value by reducing the costs of 
transactions between sellers and buyers. 
3. Community or alliance: 
In this model alliances are used to achieve high value 
integration without hierarchical control. In this stage as a consumer 
members and end users are very important. Basically, a community 
produces knowledge with economic value, such as Linux, Mp3 and 
open source. 
4. Content: 
The end product of the Business-to-Business commerce is 
the content. It is the factor of trading. The most common factors of 
gaining revenues are subscriptions, membership or advertising and 
marketing. 
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5. Auctions or dynamic pricing markets: 
There are several complex exchanges between buyers and 
sellers in B2B markets. Auctions or dynamic pricing markets do 
these types of exchanges. Auctions are efficient to handle this 
complex marketplace. They are able for mediating and brokering. 
In a multiple buyers and vendors competitively bid on 
commodities or standardized products and buy and sell orders 
automatically in a fully automated Business-to-Business exchange. 
1.6(A-III)   Business-to-Government (B2G): 
B2G model is similar to the B2B model. The examples of 
Business-to-Government e-business are efedral.com and gov.com. 
in the US e-business is hopping to tap the $18 billion per year 
market for government procurements without requiring a bid. 
1.6(A-IV)   Consumer-to-Consumer (C2C): 
This model is also known as demand collection model or 
reverse auction model. It enables buyers to put their own price 
often binding for a specific goods or services for generating 
demand. The website offers the bids to participating sellers through 
the collection of Consumer-to-Business model are 
reversauction.com and priceline.com. 
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1.6(A-V)   Consumer – to – Business (C2B): 
In this model not only businessman but also consumer can 
sells their product or services directly to the consumer online with 
their won experience or by advertising online. The examples of 
Consumer-to-Consumer e-business model are ebay.com and 
tradeonline.com. 
1.6(B)   E-Business Model Based On The Relationship         
             Of Transaction Types: 
This business model is essentially ruled by the following two 
parameters. 
• Control: 
At the higher end of the model there is a hierarchical control 
and at the lower end there is no control so that it is self-organizing. 
• Value integration: 
Value integration takes into consideration the addition of 
value to a product or service because of the web business 
opportunities. 
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Based on these, five types of transactions can be identified: 
1. Brokerage model 
2. Advertising Model 
3. Info-mediary model  
4. Merchant model 
5. Manufacturer model 
6. Affiliate model 
7. Community model 
8. Subscription model 
9. Utility model24 
These transaction types take place in a variety of ways. 
Moreover, any given firm may combine one or two of these as part 
of its web business, strategy as follows: 
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Source: ‘E-commerce A Managerial Perspective’, P.T.Josheph, Publication: Prentice Hall of 
India Private Limited, New Delhi – 2004, pgno: 43 
 
(Source:   Josheph P.T., ‘E-commerce A Managerial Perspective’, Prentice Hall of India               
Private Limited, New Delhi – 2004, Pg. No: 43) 
Figure 1-725 
 
1.6(B-I)   Brokerage model: 
 Characteristics of Brokerage model: 
The characteristics of Brokerage model are as follows: 
1. The price discovery mechanism is its key-principle. 
2. It is a meeting point for Sellers and Buyers. 
3. Auctions and exchanges are the modes of transactions. 
4. It is a ‘Free Market’. 
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5. It consists of Global Network of Buyers and Sellers. 
6. It is a virtual marketplace enabled by the Internet. 
7. It encompasses all types of organization now. 
Brokers are market makers. The bring buyers and sellers 
together and facilitate transactions. Brokers play a frequent role in 
business-to-business (B2B), business-to-consumer (B2C) or 
Consumer-to-Consumer (C2C) markets. Usually a broker charges a 
fee or commission for each transaction it enables. The formula for 
fees can vary.  
 Brokerage models include following: 
• Marketplace Exchange: 
It offers a full range of services covering the transaction 
process, from market assessment to negotiation and fulfillment. 
Exchanges operate independently or are backed by an industry 
consortium. 
• Buy/Sell Fulfillment: 
This can be an online financial brokerage like E-Trade where 
customers place buy and sell orders for transacting financial 
instruments. Also, travel agents fit into this category. In this the 
broker charges the buyer and/or seller a transaction fee. Some 
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models work on volume and low overhead to deliver the best-
negotiated prices, for example, cars direct. 
• Buyer Aggregator: 
This model pioneered by Mob shop, which describes buyer 
aggregation as the process of bringing together individual 
purchasers from across the Internet to transact as a group so they 
can receive the same values traditionally offered to organizations 
who purchase in volume. Sellers pay a small percentage of each 
sale on a per transaction basis. 
• Distributor: 
A catalog type operation that connects a large number of 
product manufacturers with volume and retail buyers. B2B models 
are increasingly common. Broker facilitates business transactions 
between franchised distributors and their trading partners. For 
buyers, it enables faster time to market and time to volume as well 
as reducing the cost of procurement. By providing the buyer with a 
means of retrieving quotes from preferred distributors showing 
buyer a specific prices, lead time and recommended substitutions, 
transaction are more efficient. For distributors, it decreases the cost 
of sales by performing quoting; order processing, tracking order 
status and changes more quickly and with less labour. 
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• Virtual Mall: 
A site, that hosts many online merchants and the mall 
typically charges set up monthly listing and/or per transaction fees 
(e.g. Yahoo stores). The virtual mall model may be most 
effectively realized when combined with a generalized portal. Also 
more sophisticated malls will provide. Automated transaction 
services and relationship marketing opportunities. 
• Meta mediary: 26 
Coined by Mohanbir Sawhney as a business that brings 
buyers and online merchants together and provides transaction 
services such as financial settlement and quality assurance. It is a 
virtual mall, but one that will process the transaction, track orders 
and provide billing and collection services. The Meta mediary 
protects consumers by assuring satisfaction with merchants. The 
Meta mediary charges set up fee and a fee per transaction. Except 
to see virtual malls move more in this direction. 
• Auction Broker: 
A site that conducts auctions for sellers. Broker charges the 
seller a fee, which is typically scaled with the value of the 
transaction. Seller takes highest bids, from buyers above a 
minimum. Auctions can vary in terms of the offering and bidding 
rules. 
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• Reverse Auction: 
The “Name-Your-Price” business model, also called 
“Demand Collection”, pioneered and patented by price line 
prospective buyer makes a final bid for a specified good or service 
and the broker seeks fulfillment. The broker’s fee is spread 
between the bid and fulfillment price and perhaps a processing 
charge. 
• Classifieds: 
A listing of items for sale or wanted for purchase, typically 
run by local news content providers. Price may or may not be 
specified. Listing charges are incurred regardless of whether a 
transaction occurs. 
• Search Agent: 
An agent used to search out the best price for a good or 
service specified by the buyer or to locate hard to find information. 
An employment agency can act as a search agent broker, finding 
work for job seekers or finding people to till open positions listed 
by an employer.27 
1.6(B-II)   Advertising Model: 
The web-advertising model is an extension of the traditional 
media broadcast model. The broadcaster, in this case, a website, 
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providers content and services mixed with advertising messages in 
the form of banner ads. The banner ads may be the major or sole 
source of revenue for the broadcaster. The broadcaster may be a 
content creator or a distributor of content created elsewhere. The 
advertising model only works when the volume of viewer traffic is 
large or highly specialized. 
• Portal: 
Usually a search engine that may include varied content or 
services, a high volume of user traffic makes advertising profitable 
and permits further diversification of site services. A personalized 
portal allows customization of the interface and content to the user. 
• Classifieds: 
List items for sale or wanted for purchase. Listing fees are 
common, but there also may be a membership fee. 
• User Registration: 
Content based sites that are free to access but require users to 
register and provide demographic data. Registration allows 
intersession tracking of user surfing habits and thereby generates 
data of potential value in targeted advertising campaigns. 
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• Query Based Paid Placement: 
Sells favorable link positioning or advertising keyed to 
particular search terms in a user query such as overture’s trademark 
“pay-for-performance” model. 
• Contextual Advertising: 
Freeware developers who bundle ads with their product, For 
example, a browser extension that automates authentication and 
form fill-ins, also delivers advertising links or pop-ups as the user 
surfs the web. Contextual advertisers can sell targeted advertising 
based on an individual user’s surfing behavior. 
• Content-Targeted Advertising: 
Pioneered by Google, it extends the precision of search 
advertising to the rest of the web. Google identifies the meaning of 
a web page and then automatically delivers relevant ads when a 
user visits that page. 
• Intromercials: 
Animated full screen ads placed at the entry of a site before a 
user reaches the intended content. 
• Ultramercials: 
Interactive online ads, that requires the user to respond 
intermittently in order to made through the message before 
reaching the intended content28.  
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1.6(B-III)   Infomediary Model: 
Data about consumers and their consumption habits are 
valuable, especially when that information is carefully analyzed 
and used to target marketing campaigns. Independently collected 
data about producers and their products are useful to consumers 
when considering a perches. Some firms function as infomediaries 
assisting buyers and/or sellers understand a given market. 
• Advertising Networks: 
It feed banner ads to a network of member sites, there by 
enabling advertisers to deploy large marketing campaigns. Ad 
Networks collect data about web users that can be used to analyze 
marketing effectiveness. 
• Audience Measurement Services: 
It includes online audience market research agencies. 
• Incentive Marketing: 
Customer loyalty programmed that provides incentives to 
customers such as redeemable points or coupons for making 
purchases from associated retailers. Data collected about users is 
sold for targeted advertising. 
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• Metamediary: 
It facilitates transactions between buyer and sellers by 
providing comprehensive information and ancillary services, 
without being involved in the actual exchange of goods or services 
between the parties29. 
1.6(B-IV)   Merchant Model: 
Classic wholesalers and retailers of goods and services sale 
may be made based on list prices or through auction. In some 
cases, the goods and services may be unique to the web and not 
have a traditional “brick and mortar” storefront. 
• Virtual Merchant: 
A business that operates only over the web and offers either 
traditional or web specific goods or services. The method of selling 
may be list price or auction. An example of a service merchant is 
Face time, which calls itself an “application service provider”. It 
offers live customer support for E-Commerce web sites like 
Amazon.com, eToys.com etc. 
• Catalog Merchant: 
The migration of mail order to a web based order business is 
known as catalog merchant. 
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• Surf-and-Turf: 
This model is traditional brick-and-mortar establishment 
with web storefront. The model has the potential for channel 
conflict. 
• Bit Vendor: 
A merchant that deals strictly in digital products and services 
and in its purest form conducts both sales and distribution over the 
web30. 
1.6(B-V)   Manufacturer Model: 
The manufacturer or “direct model”, it is predicted on the 
power of the web to allow a manufacturer to reach buyers directly 
and thereby compress the distribution channel. The manufacturer 
models can be based on efficiently improved customer service and 
a better understanding of customer preferences. 
• Purchase: 
The sale of a product, in which, the right of ownership is 
transferred to the buyer. 
• Lease: 
In exchange for a rental fee, the buyer receives the right to 
use the product under a “terms of use” agreement. The product is 
returned to the seller upon expiration or default of the lease 
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agreement. One type of agreement may include a right of purchase 
upon expiration of the lease. 
• License: 
The sale of a product involves only the transfer of usage 
right to the buyer in accordance with a “term of use” agreement. 
Ownership rights remain with the manufacturer. (e.g. software 
licensing.). 
• Brand Integrated Content: 
In contrast to the sponsored content approach brand the 
manufacturer itself for the sole basis of product placement creates 
integrated content31. 
1.6(B-VI)   Affiliate Model: 
In contrast to the generalized portal, which seeks to drive a 
high volume of traffic to one site, the affiliate model provides 
purchase opportunities wherever people may be surfing. It does this 
by offering financial incentives to affiliated partner sites. The 
affiliates provide purchase point click through to the merchant. It is 
a pay for performance model. If an affiliate does not generate sales, 
it represents no cost to the merchant. The affiliate model is 
inherently well suite to the web, which explains its popularity, 
 58
variations include, banner exchange, pay-per-click and revenue 
sharing programmes. 
• Banner Exchange: 
Trades banner placement among a network of affiliate sites. 
• Pay-Per-Click: 
Sites that pay affiliates for a user click through. 
• Revenue Sharing: 
Offers a percent of sale commission based on a user click 
through in which the user subsequently purchases a product32. 
1.6(B-VII)   Community Model: 
The viability of the community models is based on user 
loyalty. Users have a high investment in both time and emotion. 
Revenue can be based on the sale of ancillary products and services 
or voluntary contributions. 
• Open Source: 
Software developed voluntary by a global community of 
programmers who share code openly. Instead of licensing code for 
a fee, open source relies on revenue generated from relate services 
like systems integration, product support, tutorials and user 
documentation. 
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• Public Broadcasting: 
User contributor model used by not for profit radio and 
television broadcasting extended to the web. The model is based on 
the creation of a community of users who support the site through 
voluntary donations. 
• Knowledge Networks: 
Discussion sites, that provides a source of information based, 
on the sharing of expertise among professionals33. 
1.6(B-VIII)   Subscription Model: 
Users are charged a periodic daily, monthly or annual fee to 
subscribe to a service. It is not uncommon for sites to combine free 
content with “premium” content. Subscription fees are incurred 
irrespective of actual usage rates. Subscription and advertising 
models are frequently combined. 
• Content Services: 
It provides text, audio or video content to users who 
subscribe for a fee to gain access to the service. 
• Person-to-Person Networking Services: 
These are conducts for the distribution of user submitted 
information such as individuals searching for former schoolmates. 
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• Trust Services: 
It comes in form of membership associations that abide by 
an explicit code of conduct and in which members pay a 
subscription fee. 
• Internet Services Providers: 
It offers network connectivity and related services on a 
monthly subscription34. 
1.6(B-IX)   Utility Model: 
The utility or “on-demand” model is based on metering 
usage or a “pay as you go” approach. Unlike subscriber services, 
metered services are based on actual usage rates. Traditionally, 
metering has been used for essential services electricity water, long 
distance telephone. Internet service providers in some parts of the 
world operate as utilities, charging customers for connection 
minutes as opposed to the subscriber model common in the US. 
• Mattered Usage: 
It measures and bills user based on actual usage of a service. 
• Mattered Subscriptions: 
It allows subscribers to purchase access to content in 
metered portions35. 
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2. DEVELOPMENT OF GUJARAT AS STATE: 
 
2.1  INTRODUCTION: 
Gujarat is considered to be among some of the affluent states 
in the country. It signifies the success of entrepreneurship spirit, 
this will to achieve one's goals, to make the most of the present 
opportunities, the native wisdom and foresight displayed by the 
people of the State.  
In order to know the future, one must know the past. Till 
1960, Gujarat was a part of the erstwhile Greater Bombay, a state 
that was basically bilingual in character. At that time, Bombay, 
now called Mumbai, was the only major port, the only outlet for 
trade and commerce, available to the whole region. The need was 
felt for a major port with the formation of Gujarat State. This was a 
natural offshoot of the vision of industrial expansion, which stirred 
the imagination of the people. The State Government too laid a 
great emphasis on its development plans.  
When the erstwhile larger Bombay Province was eventually 
replaced by the two separate states of Gujarat and Maharashtra, 
Mumbai became the bone of contention for the Gujarat; the city's 
Gujarati-speaking population too claimed to have contributed to its 
growth and prosperity. But Gujarat did not get any share of the 
assets built by them. But the people of Gujarat, however, did not 
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waste much time brooding over the loss. Instead, they dedicated 
themselves to the task of putting the State at the top in terms of 
economic progress through their industriousness and insight.  
A number of new industrial units in Vapi, Umargam, Valsad, 
Ankleshwar, Bharuch, Panoli, Salvi, Halol, Kalol, Vitthalnagar, 
Bhavnagar, Junagarh Morvi, Jamnagar, Kandla, Ambaji, Mehsana, 
Himatnagar and others places were set up. In recent years, new 
centres like Hajira, Dahej, Jhangdia, Vagra and Pipavav have come 
up.  
The rate of industrial progress of the state has got a boost 
because of the Central Government's policy of liberalization. 
Gujarat leads the other States by being the recipient of some 20 
percent of the total amount permitted by the Central Government 
for setting up new industrial units. It means, out of every five 
rupees, one rupee goes to the state of Gujarat, which is no small 
percentage by any means. 
The per capita income of the country for the year 1995-96 
was Rs. 2,573. The per capita income for Gujarat for the same 
period was 3,172. The literacy rate for Gujarat was 61.31 per cent 
as against the 52.21 per cent for the whole country.  
Gujarat has a coastline stretching over 1,628 kms, which is 
the longest compared to any other state. The region has some 41 
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ports, the largest of these being at Kandla. In addition, there are 11 
medium ports and 29 small ports. The state government has 
decided to develop 10 new ports with the help of private 
investments.  
The State government lays special emphasis on the 
development of human resources as a part of its industrial policy. 
At present there are 20 engineering colleges, 27 polytechnics and 
200 institutions imparting professional training. In addition, there 
are quite a few institutions offering courses in business 
management. This chain of educational and training institutions 
sustains the industrial growth. They will continue to receive the 
necessary quota of trained personal. Besides, a number of new 
courses are being offered in order to keep pace with the State's 
expansion. Private investors have large opportunities opening up 
for them in this context.  
The railway line form Mumbai to Delhi has been converted 
into broad gauge with a network of national highways, running 
parallel to it. Thus the region is now directly connected with the 
main trading centers in Mumbai and Delhi. There are urban centers 
like Valsad, Surat Bharuch, Vadodara, Anand, Nadiad and 
Ahmedabad, dotting the whole region. These centers are close to 
each other and separated by distances of hardly 100 kms. As a 
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result, there are ample facilities for education, entertainment and 
cultural activities. Gujarat has a reasonably good power supply. 
The GIDC (Gujarat Industrial Development Corporation) has set 
up a number of industrial units where a whole range of facilities is 
available to the entrepreneurs.  
Gujarat has a 12 percent industrial growth rate. With 
investments worth Rs. 50,000 crore, the State is in the forefront to 
enter the 21st century.  
Since it came into being, Gujarat has earned a distinctive 
place as the center of the textile industry in the country. 
Ahmedabad is proverbially known as the Manchester of India. It 
has a large population of industrial workers. But with the decline of 
the textile industry, the emphasis has now shifted to the chemical 
and pharmaceutical units.  
Gujarat is known as a pioneer of the White Revolution in the 
country. Dairy units have been successfully functioning in the State 
on a mass scale. The discovery of oilfields in the state is yet 
another feather in its cap. As a result, the state holds a leading 
place among regions having a large supply of natural gas and of 
crude oil. In addition to the Gujarat Refinery, the state is planning 
to set up another major refinery in the Saurashtra region.  
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The industrial expansion in the region is ultimately due to 
the support of a sound administrative infrastructure provided by the 
state government, which has set up a chain of public sector 
corporations and trusts. They provide a firm industrial support base 
to the state.  
The Gujarat Maritime Board works for the development of 
the ports on the state's long coastline. The state has also set up 
Gujarat Power Corporation to facilitate generation of electricity by 
private agencies; Index-B is a model agency to facilitate a proper 
functioning of various agencies in the public sector to enable the 
industrialists derives the maximum benefit from a single window. 
This has undoubtedly attracted a large number of industrialists 
from far and near to set up their big, medium or small-scale units in 
Gujarat1. 
Gujarat state came into existence as a separate State on 1st 
May 1960.The State is situated on the west coast of India between 
20-6' N to 24-42' N north latitude and 68-10'E to 74-28'E east 
longitude. It is bounded by the Arabian Sea in the West, by the 
States of Rajasthan in the North and North -East, by Madhya 
Pradesh in the East and by Maharashtra in the South and South 
East.  
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The State has an international boundary and has a common 
border with the Pakistan at the north - western fringe. The two 
deserts, one north of Kachchh and the other between Kachchh and 
the mainland Gujarat are saline wastes. 
The State has a long coastline of about 1600 kms. And is the 
longest among all States of country. For the purpose of 
administration, Gujarat State at present comprises of 25 districts, 
sub-divided into 226 talukas, having 18618 villages and 242 towns. 
Gujarat has geographical area of 1.96 lacs sq.kms. And accounts 
for 6.19 percent of the total area of the country.  
According to the provisional results of Population Census 
2001, the population of Gujarat as on 1st March 2001, stood at 5.06 
crore, including the estimated population of earthquake affected 
areas. The decadal growth rate of the decade 1991-2001 has 
increased in comparison to 1981-1991 from 21.19 percent to 22.48 
percent.   
The density of Gujarat is 258 persons per sq.kms. in 2001. 
The literacy rate in the State (excluding children in the age group 
0-6 years) has increased from 61.29 percent in 1991 to 69.97 
percent in 2001. About 37.67 percent population of Gujarat resides 
in urban areas (Excluding earthquake affected areas). Out of the 
total population of 483.87 lacs in the state (excluding the 
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earthquake affected areas), 203.7 lacs (42.10 per cent) were 
workers and 280.2 lacs (57.90 per cent) were non-workers. 
According to the provisional results of population census 2001, the 
total numbers of households were 96.44 lacs2.  
Gujarat has been the leader in the overall economic 
development of the country all these years, as is evident from the 
fact that with mere 6% of geographical area and 5% of the 
population of India, the state contributes to 21% of the country’s 
exports and 6.42% of the national GDP at constant prices. If the 
decadal growth of performance of some of the Indian states vis-à-
vis other Asian economies with that of Gujarat is compared, one 
gets quite an encouraging scenario. The industrial growth of 
Gujarat with a figure of 8.52% could be way ahead of many Indian 
states and other Asian Tigers viz. Singapore, Malaysia and Korea. 
2.2 Leadership in manufacturing sector of Gujarat state: 
Over a period of time, the state has established itself as 
second to none, especially in case of manufacturing sector. The 
State has successfully carved out a formidable position for itself on 
the national map of manufacturing sector, as is reflected from the 
status of dominance in many areas pertaining to manufacturing.  
The illustrative list of some of the selected products, wherein 
Gujarat contributes significantly is as under: 
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( Source: ‘Industrial policy 2003’, Industries and mine department – Pg. No: 5) 
 
Figure 13 
2.3 Retrospect of policies for establishing brighter feature: 
The erstwhile policy initiatives turn the state into 
prominence on the industrial Map of the country with a well-
 
 
Sr.No.  
 
Sector/Industry 
Share of 
Gujarat in 
National 
Production 
1. Engineering 
• Power Driven Pumps and Monoblock Pumps 
• Air and Gas Compressors 70% 
• Steel Casting 57% 
• Forgings 12% 
• CI Casting 10% 
74 % 
 
2. Chemical Products 
• Soda Ash 
• Liquid Chlorine 
• Paints and Enamels 
• Caustic Soda 
• Sulphuric Acid 
 
94 % 
70 % 
20 % 
17 % 
16 % 
 
3. Petrochemical Products 
• Caprolactum 
55 % 
 
4. Plastic Products 
• Laminated/Decorative sheets 
14 % 
 
5. 
 
Drugs and Pharmaceuticals 45 % 
6. Dyes 
• Azo Dyes 
• Reactive Dyes 
 
20 % 
17% 
7. Fertilizers 
• Phosphatic Fertilizers 
• Nitrogenous Fertilizers 
 
66 % 
29 % 
8. Mineral Based Industries 
• Cement 
 
 
10 % 
 
9. Food Products 
• Baby food and Instant Milk Powder 
 
 
43 % 
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diversified base from a lone base of textile and its auxiliaries when 
formed in 1960. The earlier policies including the policies of the 
first decade of post-liberalization period were primarily incentive 
centric to attract investments in the developing areas of the state. 
These policies have also served the purposes but this instrument 
since 2000 was no longer available, the state came out with a 
different policy initiatives in 2000, primarily focusing on 
strengthening the manufacturing sector with emphasis on 
strengthening existing and creating new clusters, promotion of IT 
and knowledge based industries, enhancing exports, development 
of small and service sector, technology upgradation programme, 
Road and Development, setting up of Industrial Parks, up gradation 
of infrastructure, support for environmental protection measures, 
etc. Since then however, certain new developments especially in 
the form of markets increasingly getting integrated with global 
economy and the state emerging with substantial reserves of gas 
which would transform the economy of the state to flourish on the 
basis of cheaper and cleaner source of energy. These developments 
necessitated fine-tuning of the policy initiatives4. 
2.4 Process of Economic Reforms: Gujarat the Leader: 
Being a leading state in terms of Economic development in 
the country Gujarat is watchful on the internal and external 
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environment governing any change and accordingly, wherever 
required implements the reforms quickly. As a result the state to 
advance the reform process in the country, according to the 
economic rule in India, most of the activities were under the 
Government control. Stepping in the direction of privatization, 
Gujarat is being the first state in the country. Today when the 
Union Government and other State Governments have initiated the 
process of privatization, Gujarat has already started enjoying the 
sweet fruits of it. In the decade of 80s, a large number of Industrial 
enterprises were set up in the joint sector in Gujarat. Within the 
partnership of the Government in these ventures, most of them 
turned out to be blue chip companies. Then Government withdrew 
its investment when ventures become standalone. To remove 
hurdles in establishment of this project, the Government of Gujarat 
had played a vital role. The responsibilities of day-to-day 
operations of these ventures were assigned to the private sector 
partner. Today private sector companies are managing these 
ventures. Similarly, Government of Gujarat Infrastructure 
Development Act, which not only facilitated but also accelerated 
the process of setting up infrastructure projects with the help of the 
private sector company.  
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The State Government has also enacted the Act of Disaster 
Management to make capable of facing any type of disaster. The 
Government of Gujarat has also initiated the process of reforms in 
power sector and as a result in the coming years, the consumers of 
electricity will certainly be benefited. On implementation of 
provisions of the Gujarat Gas Act, enacted again for the first time 
in the country, the economy of the state is slated and transformed 
by a Gas-Based economy. In the recent times, Government has 
promulgated ordinances to facilitate speedy establishment of 
Special Economic Zones and Industrial parks. In the taxation 
regime, Gujarat has brought about revolutionary reforms, which 
had landed simplification, transparency and harmony in the 
taxation system for the taxpayers. Some of the reforms have 
resulted in the reduction of tax for the taxpayers. Thus, like a leader 
in any other sector, Gujarat is way ahead of other states in India in 
the reform process too. 
2.5 Gujarat benchmarking with Asian Tiger Economies: 
The State acknowledges this fact that given the position of 
strength it enjoys, complacency should not be permitted to set in 
and that the current position has to be leveraged to a level wherein 
the industries of Gujarat can successfully compete against their 
counterparts elsewhere in the world by benchmarking with the 
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erstwhile Asian Tiger Economies. The Government of Gujarat thus 
proposes to achieve an average annual industrial growth rate of 
15% on a sustained basis to fulfill the overall economic growth 
target of 10.2% set by the Government of India. In the backdrop of 
this situation, the Government of Gujarat has decided to bring out 
the New Industrial Policy by spelling out its strategies keeping in 
mind the requirements of the present-day industries to not only 
strengthen its industrial base but also consolidate the gains 
achieved all these years in the interest of overall economic 
development of the state. The state is now determined to lead the 
rest of the country by emerging as a Model Industrialized State in 
Asia. 
2.6 The Industrial Policy 2003: Proactive Approach of the 
Government: 
In the present scenario, the industrial units are required up 
gradation and modernization for serving themselves in 
competition. The industries having superior technology will have a 
cutting edge being quipped with the ability to provide quality 
products and services in a cost effective manner. It is must for 
industries to accept rapid changes in the technology and identify 
suitable technology for their setup. The State Government 
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appreciates this fact and has decided to encourage industrial units 
taking up projects to upgrade their existing technology. 
2.6(a) Hospitality of Gujarat: Government to act as a 
Facilitator: 
An access to concrete, speedy and authentic information can 
boost to the aspirations of an entrepreneur/investor. The mode of 
information dissemination and the usual courtesies associated with 
it are also equally important at all levels right from grass-root to the 
apex. Besides, the authorities and the staff at all levels should leave 
no stone unturned by assuming the role of friends, philosophers 
and guides by exploiting the technology at its fullest extent. The 
presence of sound infrastructure, encompassing the presence of 
sound infrastructure, assumes plays an important role for giving a 
tangible form to the aspirations. All the facts of the physical 
infrastructure should compete with the best in all over the world. 
At the same time, there is an increased sense of realization that 
development is not a subject confined only to Government. The 
representative bodies of Industries should also be empowered to 
become a partner-in-progress. The policy becomes meaningless if 
it doesn’t meet us to ultimate destination of our pursuit of enhanced 
quality of life. To determine the quality of life the basic parameters 
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would be considered be mobilized in the direction of strengthening 
linkages between educational institutions and industry. 
2.6(b) Special Economic Zones: Paradise for Investors: 
The Government of Gujarat has circulated an ordinance to 
facilitate setting up of Special Economic Zones and Industrial 
Parks. As per the specification of this ordinance the responsibilities 
of management of the zones and all the permissions under single 
window to the industrial units coming up in the zones are vested 
with the development commissioner of Government of India. Thus 
in the management side the development commissioner has to play 
a vital role. He has to concern with all these industrial units of 
zones. The labour commissioner has also been delegated to with 
development commissioner. The labour commissioner has the 
responsibilities of all the powers, duties and responsibilities for 
compliance of provisions under various labour laws. In order to 
attract entrepreneurs for investing in the zones, the Government has 
also decided to offer certain incentives. The industrial units setting 
up a power plant for his confined requirements would be offered 
electricity duty exemption for a period of 10 years. The units 
coming up in the zone are also exempt from the levy of stamp duty 
or registration fees on transfer if land, loan agreement, credit deeds, 
mortgage documents or any other contracts. The units set up in the 
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zones are free from all kinds of taxes like sales tax, purchase tax, 
motor spirit tax, luxury tax, entertainment tax and other taxes. The 
units are also exempted from the tax on the supply of raw materials 
from the domestic tariff area. At present, in Gujarat, there are two 
Special Economic Zones like Kandla and Surat. According to the 
plan, there will be also SEZs at locations like Dahej and Mundra 
from Government of India have already been received. The 
facilities being developed in the Special Economic Zones in 
Gujarat are going to prove to be paradise for investors in the times 
ahead and as a result; a sizable investment is expected and 
materialized. As this is written, this ordinance has been sent for 
presidential accent through Central Government, which is expected 
and received soon. 
2.6(C) Flexibility of Labour Laws: A unique feature of 
Gujarat: 
Among a very few states Gujarat is only one state, which has 
embarked upon the path of labour reforms. In the coming years, as 
an ideal destination for investment besides other factors Gujarat 
has might be strengthen its position in the ‘flexibility’ aspect of 
labour reforms. In addition, initiatives like self-certification and 
single Business Act would leave a/an indelible/permanent mark as 
one of the best in the contemporary environment. However the 
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Government enforces that development should not be at the cost of 
environment. At the same time, it should not be used as an alibi for 
stalling the developmental pace. It would be also made to organize 
the agriculture commodities business by inculcating the element of 
professionalism and by extensive use of modern technology in the 
processing. 
2.6(d) SME Sector: The backbone of economic development in 
Gujarat: 
Gujarat industrial landscape is covered by small and medium 
sector enterprises. All these years, in wealth creation as well as 
employment generation, the industrial sectors of Gujarat state has 
contributed significant role. Taking a clue from the winds of 
change that are sweeping the entire globe, the Government wishes 
to strengthen the clusters by sensitizing and encouraging them with 
the issues like use of advanced technologies, importance of patent 
and quality, virtues of ‘collectivism’ etc. Industrial sickness will 
also demolish by doing efforts of curing.  
2.6(e)  Cluster Development Approach for Small and Medium 
Enterprises: 
There are 76 industrial clusters at 90 different locations in 
Gujarat. For further strengthen the existing clusters, the state 
Government plans to offer assistance under the policy. Apart from 
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this, the Government would also like to take measures for 
promoting new clusters in the state so as to enable the member 
units in the clusters to avail of the common facilities developed. 
The State Government proposes to empower the clusters through 
the policy. In order that the clusters will be in a position to avail of 
the assistance form the Government, the definition of the cluster 
has been spelt out. Accordingly, cluster would be defined as a 
group of industries manufacturing identical and complimentary 
products. The Government has decided to recognize a cluster with 
a critical mass of a minimum of 50 units located within the radius 
of 10 kms., at a particular location. Under the scheme, assistance 
will be given to cluster association for carrying out certain 
activities leading to further strengthening of the clusters. 
2.6(f) Gujarat Synonymous with Quality: Developing a Global 
Brand Image: 
In today’s world, it is difficult for a product to be sold by 
itself unless concrete marketing and promotional efforts back it. 
Going by the concept, the Government would tread on an 
ambitious path of positioning the image of Gujarat as a producer of 
quality goods on international platform by extensive and focused 
marketing through promotional efforts. The realization of the 
above will be pretty easier given the fact that the industries in 
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Gujarat would be recharged by the cost-benefits accruing due to 
easy availability of cheaper and cleaner fuel in the form of gas. The 
gas-based economy of Gujarat will be the differentiating factor 
from its competing economies. Taxation has always been used as 
an instrument to correct price disparities and for protecting the 
interest of customers. A reiteration of various measures taken to 
benefit the industrial community has been made. As mentioned 
earlier, the State plans to continue its march towards the path of 
Reform Agenda. 
2.6(g) Other Initiatives: Complimentary to industrialization: 
There are some other initiatives, which also need special 
attention. The issue of Promotion of investment from NRIs (Non 
Residential Indians) and FDI would be undertaken in a more 
focused manner. In order to ensure holistic development, regional 
imbalances are proposed and corrected. Studies on special focus 
sectors like fisheries, tribal area welfare, Development of Kutchh 
etc. would also be undertaken to get a broader perspective. 
2.6(h) Effective Policy Monitoring System: 
Last but not the least, the policy would invariably fail to 
serve its purpose, if it is not supplemented with an effective policy 
monitoring system. Thus, an effective and efficient monitoring 
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system would be put in place. To sum up the above, these steps 
would position Gujarat as a state of front- reckoning at global level.  
2.6(h-1) THE VISION: 
To be a Asian leader in industrial growth and to transform 
Gujarat to be a major player in the global arena.  
2.6(h-2) THE APPROACH: 
The Government of Gujarat would achieve this vision 
through an approach of ensuring a very high standard of business-
friendly environment in terms of providing all systemic support, 
while limiting its role primarily to that of being a facilitator. While 
strongly projecting the achievements of Gujarat in terms of its 
ongoing exercise of industrial growth, the Government proposes to 
lay down an overall macro approach on each and every aspect 
relating to the industrial development in the state. 
2.6(h-3) Good Governance: A way of life for Government in              
Gujarat: 
The Government strongly feels that good governance is very 
essential for achieving the vision that has been conceived. Through 
this policy, the Government would like to lay down clear principle 
of good governance in terms of a transparent, focused, accountable 
approach.  
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2.6(h-4) Information: The Key to Success for any Business  
              Enterprise: 
The basic approach in formulating the Industrial policy 2003 
is to comprehensively address the requirements of new 
entrepreneurs right across the entire value chain from initial 
information needs to marketing of the product covering all 
intermediate stages right from selection and formulation of Project 
proposal, to acquisition of infrastructure including land, finance, 
environmental compliances, skilled human resources, raw materials 
sourcing, technology and process selection, patenting, branding 
and all other relevant issues. The State Government would thus 
strive to support an entrepreneur at every stage of the project 
implementation – from conception to commissioning and 
thereafter. Simultaneously, the Government would also propose to 
address all the issues of the existing industries to create the most 
conducive environment for the business to flourish. In effect, the 
Government would encourage increased autonomy and free 
competitive market operations in all the business functions to assist 
industries5.  
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2.7 The Industrial scenario of Gujarat: 
During the past 32 years Gujarat has made remarkable 
strides on the industrial font. The industrial economy of the state 
rested primarily on textile and textile auxiliaries/ ancillaries at the 
time of its inception as a separate state in 1960. The industrial 
activity was mainly concentrated around main cities like 
Ahmedabad, Baroda, Rajkot and Surat. 
But with the planned industrial development thereafter, 
coupled with various favorable factors such as entrepreneurial skill 
of the people, congenial labour relationship, dependable power 
supply, well developed infrastructure facilities and catalytic role of 
the state industries corporations, the industrial scenario of the state 
has changed substantially. Gujarat today has become one of the 
foremost-industrialized states in the terms of industrial production 
in the country.  
The number of working factories has increased to13, 762 
employing 7.44-lakh person's s on June 1990. Similarly, the 
number of small-scale industries registration stands at 1,25,213 as 
on November30, 19916. 
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2.7(a) CLASSIFICATION OF INDUSTRIES: 
2.7(a-1) Agro and Food Processing: 
Agricultural produces greatly contribute to meeting the basic 
needs of mankind and for sustaining the livelihoods. The 
development of Agro based Industry has the major objective of 
reducing the post harvest loses, create income generating activities 
and increase the quantity and quality of the raw material available 
for the Food Processing Industry.  
Gujarat encompasses over 6% of the cultivable land in the 
country. The well-developed agro base of the state offers vast 
opportunities for agro-processing and food processing industries 
Although this is declared as a thrust area with provision of 
incentives and facilities, yet the progress in this direction is tardy 
and leaves much to be desired in exploiting un-tapped potential in 
the following areas. 
• Fruits and Vegetable processing 
• Oil seeds processing 
• Seed spice and Isabgul 
• Fisheries and Fish processing 
• Milk and Milk products 
• Traditional food items like Papad, Gujarati snacks, pickles, 
Khakhra etc. 
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Although Gujarat Agro vision 2010 Agenda aims to exploit 
latent potential in this sector, yet the progress is scanty and leaves 
much to be desired. To achieve meaningful results public private 
partnership be encouraged coupled with provision for a chain of 
cold storages, post harvest storage facilities, cargo complexes and 
air freighting of fresh fruits, vegetables and cut flowers be 
developed at vital points so that domestic and foreign demands 
could be met with promotion of exports. 
Robust growth of the food processing industry calls for 
foreign investment and technology in areas of integrated cold 
chain, packaging technology and food parks that could be based on 
agro-park model. In short infrastructure and technical fitness must 
be strengthened by fruitful exchange of know-how and resources. 
2.7(a-2) Biotechnology: 
Gujarat has been a front-runner in biotechnology industries 
with vision to convert the entire state into a biotech enterprise zone 
(BEZ). The scope for development of potential are brighter in this 
direction because progressive agriculture, developed chemical, 
pharmaceutical and health care sector, availability of skilled and 
productive work force, favorable response from corporate sector 
and NRG and the availability of venture capital funds. The 
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formation of Gujarat council of biotechnology and establishment of 
Technology Park at Savli will provide tremendous boost to this 
sector particularly in areas like medical biotechnology,  
agriculture, environmental and industrial. 
However, we have miles to go to catch up and compete with 
states such as Andhra Pradesh, Tamilnadu, Karnataka, Bangalore 
in this direction and suitable thrust for encouragement to this sector 
be provided in the new policy as delay in formulating a policy in 
this regard has resulted in huge loss to the state. In short investors 
should be wooed to this sector. 
2.7(a-3) Chemical and Petrochemical Industry: 
Gujarat is fast emerging as a chemical state manufacturing 
organic and inorganic chemicals, dyes and dyes intermediates, 
pesticides, fertilizers, detergents, rubber chemicals, petro-
chemicals, including plastics and Pharmaceutical sector. 
Gujarat has not only attracted maximum share of investment 
in chemical sector among the various states in the country but 
Gujarat also produces 25% of chemical and allied items of the 
country. It also accounts for 50% of petro-chemical production, 
45% of pharma production, 90% of soda ash, 70% of salt and 20% 
of caustic soda production in the country, 80% of the dyestuff 
manufacturing units are located in Gujarat. 
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The chemical industry is faced with the problems of higher 
burden of taxation, high electricity charges, high rates of interest, 
fund for modernization of operation at concessional rates, inelastic 
labour laws and higher transaction cost and above all most 
important is the pollution problems. Unless Govt. takes personal 
interest and resolves these issues through proper policy and 
procedures, the competitiveness in the chemical industry sector 
will be at stake leading complete or partial closure of units. The 
new policy will have to adopt drastic initiatives to remedy the 
situation.      
In view of Gujarat's dominance in this vital field, it is highly 
essential and desirable that immediate and effective steps be taken 
in the new policy to enhance competitiveness of this industry by 
reducing burden of taxation, relief in power rates, concession in 
interest charges, substantial financial assistance for modernization 
and up gradation of technology and solid support and assistance of 
the govt. to environmental issues which is a matter of serious 
concern for all concerned.  
2.7(a-4) Construction Industry: 
 Despite the fact that construction industry contributes about 
Rs.8000 crore to GDP growth in the State, the real estate boom that 
is building up very fast in various metros in the country backed by 
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high tech residential and commercial and sector boom, it has yet to 
pick up in Gujarat. It is a stunning comes back for the developers 
and the real estate Industry that has been in the dumps for around 
five to six years.  
This highly employment oriented industry needs to be given 
maximum encouragement and financial assistance by Govt. so that 
residential and commercial construction activity picks up rapidly in 
Gujarat. It is of paramount importance that the new policy should 
take major initiatives to encourage following areas of construction 
activities. 
1. Earthquake rehabilitation programme be given maximum 
boost and Govt. on priority basis, as lot of foreign funds have 
remained unutilized in the quake affected Kutchh region complete 
incomplete works. Even in Ahmedabad City only 20% of the 
building that had grounded due to earthquake have been re-
constructed and 80% construction activities are still hanging in the 
air. Construction of residential quake resistant houses is given 
requisite momentum. 
2. Big IT campuses and commercial development be 
encouraged in major cities so as to provide much-needed stimulus 
to construction activity.  
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3. Shopping malls with entertainment centers or even 
multiplexes as well as water parks and resorts be given 
encouragement through taxation and other wise to boost retail 
marketing and entertainment industry. 
4. Cultural and health activities are promoted so as to boost 
construction activities.  
5. Large numbers of Gujaratis are settled abroad. Many are 
returning frequently and much return permanently in the old age. It 
is therefore highly essential and desirable to construct an NRI City 
by way of a satellite township on the outskirts of major cities with 
ultra modern amenities and facilities both infrastructure and social. 
This will give tremendous boost to quality construction activities 
bringing foreign exchange and creating widespread employment.  
6. Govt. of India is planning to invite bids for convention 
centers soon from multinational hotel and construction players for 
such projects. Gujarat and Ahmedabad Baroda and Surat being 
important Industrial Cum Commercial Centers par excellence, 
Govt. of India be requested for central projects for Gujarat in field 
of convention center and exhibition. 
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2.7(a-5) Drug and Pharmaceutical Industry: 
The Pharmaceuticals industry in India today is one of the 
largest and most advanced and well organized among the 
developing countries. The Industry manufactures bulk drugs 
belonging to several major therapeutic groups requiring various 
manufacturing processes and has developed excellent facilities for 
production of all dosage forms like tablets, capsules, liquids, 
ointments, orals and injectibles. This achievement is strengthened 
by an assurance with regard to quality of the products. Over the last 
several years, policy inputs have been directed towards promoting 
the growth of the industry and in helping it to achieve a broad base 
in terms of the large range of the products and technologies needed 
to produce them from as basic stage as possible.  
2.7(a-6) Engineering and Automobile Ancillaries Industry: 
There is no denying the fact that Gujarat has achieved 
significant progress in the engineering sector, especially in the 
areas of foundry products, Industrial machinery, Electrical 
equipment and precision engineering products. It also manufactures 
various products like industrial valves, diesel engines, submersible 
pumps, forged components, rolled products and ball and roller 
bearing etc. The areas with high growth potential include auto-
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ancillaries, investment castings, sintered products, and light weight 
precision machine tools. There is a vast potential in these sectors 
and Gujaratis are better placed to cater to the needs and business 
viability's of such projects. In addition to above, Gujarat offers an 
excellent base for heavy engineering industry, automobile industry 
including ancillaries, electronically operated machine tools, farm 
and farm equipment industry etc. Besides bringing of capital goods 
and machinery offers added advantage due to developed parts in 
the nearby. The Policy should be so re-oriented that engineering 
industry receives tremendous boost in Gujarat.  
2.7(a-7) Information Technology and It Enabled Services: 
During the last quarter of this century Information 
Technology (IT) has transformed the way of human life as no other 
technology has. Now, there is no area of human life, which is not 
affected by information technology in one way or the other.  
2.7(a-8) Mining and Mineral Based Industry: 
The State of Gujarat produced Oil and Natural Gas worth Rs. 
41.8 billion, major minerals worth Rs. 5.0 billion and minor 
minerals worth Rs. 1.69 billion during the year 2001-02. The State 
mostly produces limestone, lignite, bauxite, dolomite, kaolin, 
dolomite, fire clays, chalk, quartz, silica sand etc. In addition, 
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bentonite, marble and other minor minerals are also exploited on a 
large scale. 
Gujarat has produced 5767 Thousand Tonnes Lignite, 1531 
Thousand Tonnes Bauxite, 197 Thousand Tonnes Dolomite, 76 
Thousand Tonnes Fireclay, and 86 Thousand Tonnes China Clay 
during 2001-02. Processed minerals e.g. kaolin, chalk, fire clay, 
bentonite, silica sand are consumed by glass, ceramic, plastic, paint 
and rubber industries.  
Bauxite based aluminium refractories and abrasive grain 
industries have flourished in Jamnagar and Porbandar districts. 
There are also large reserves of lignite - 7,000 million tones, 
offering in turn, tremendous scope for setting lignite based power 
plants. Availability of sedimentary limestone provides scope for 
setting up cement plants. In addition, limestone is also consumed in 
the units manufacturing soda ash. 
Large numbers of mineral processing units are engaged in 
the export of processed bentonite, kaolin, barites, etc. They are in 
search of joint sector partners for the technology transfer and 
installation of modern processing equipments. 
Low-grade bauxite, cement clinker, decorative and 
dimension stones (e.g. marble, granite, sandstone) are the items, 
which are exported to South Asian markets. Manufacture of 
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cement, ceramics, glass and processed clays show a great promise 
in Gujarat, as requisite raw materials, infrastructure, skilled 
manpower, natural gas and lignite resources are available. The 
mining clusters have flourished in Junagadh, Kutchh, Bharuch, 
Vadodara and Mehsana districts. Small-scale entrepreneurs have 
already made major inroads into the processing of mineral 
resources. The town of Morvi has emerged as a center for the 
manufacture of roofing tiles and assorted sanitary wares. 
There is an immense scope to tap the unexploited mineral 
wealth available in the State along with the value addition process 
in the current manufacturing activity. Modest beginnings have been 
made. For instance, in Saurashtra and Kutchh huge reserves of 
bauxite, the starting point for the production of aluminium and its 
products are being exploited by GMDC in league with 
transnational partners. It is a good business opportunity for mining 
and mineral handling companies in the US and Europe to explore 
the operational possibilities in State. 
The Gujarat Mineral Development Corporation also carries 
out mining of various minerals like bauxite, lignite and others. The 
Corporations Lignite Mines located at Panandhro (Kutchh) is one 
of the largest mines in the State. 
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2.7(a-9) Textile and Apparel Industry: 
The Textile Industry has been one of the oldest and most 
important sectors of the Indian Economy. It is the second largest 
employment provider in the country, next to Agriculture; it 
contributes to almost one third of foreign exchange earnings; 
contributing to 3% of the GDP. India has also been a significant 
player in the Global Textile markets. It is the third largest producer 
of Cotton, the largest producer of Jute, the second largest producer 
of Silk and the 5th largest producer of synthetic fiber/yarn. India's 
exports of textiles and readymade garments grew by 10 % in 2001-
2002 and now stand at over $14 billion. Exports of synthetic and 
rayon textiles rose by 23 %. There has also been a remarkable 
increase in export of polyester/viscose yarn by more than 35%, 
polyester yarn by 9% and polyester spun yarn by 28%. During this 
period, polyester filament fabrics increased registered an 18% 
growth and polyester-viscose fabrics increased by 10%. 
2.7(a-10) Tourism Industry: 
During the last few years’ tourism industry has suffered a 
severe set back all over the world including India and Gujarat. 
Further man made and natural calamities have given a severe blow 
 96
to the hospitality industry as well as air transport industry and 
allied Sectors dependent on it. 
Despite this gloom and doom in the tourism scenario, Kerala 
and Goa and Rajasthan have capitalized on their tranquil 
surrounding and heavily advertised their attractive packages to 
tourists. Thus tourism industry in Gujarat needs to project 
innovative packages and facilities to attract people to Gujarat. 
Domestic tourism and budget tourism should receive major 
attention in the policy. Sound infrastructure development coupled 
with good connectivity will help attracting flow of tourists to 
Gujarat. 
         The greatest advantage will be that it will help national 
integration and create a harmonious socio-cultural environment, 
which is vital. 
The approach in the new policy must be to concentrate on 
the development of selected centers and circuits through effective 
coordination of public and private efforts to achieve desired results 
in this sector. 
The major thrust areas calling encouragement and assistance 
is as under. 
(1) Domestic tourism 
(2) Natural health tourism 
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(3) Rural and village tourism 
(4) Pilgrim tourism 
(5) Adventure tourism 
(6) Heritage tourism 
(7) Eco tourism 
(8) Youth and senior citizen packages 
(9) Resorts and water parks 
(10) Cultural tourism 
Effective mechanism needs to be evolved to over see and 
coordinate such activities and train manpower for promotion of 
tourism7.  
2.7(b) GROWTH OF GUJARAT: 
Gujarat has also achieved remarkable diversification in 
industrial activity. Some of the items manufactured in Gujarat and 
having reasonable share in total production in the country include 
soda ash (91.5%); Azo dyes (90%); iodized salt (74%); vat dyes 
(56.2%); cotton cloths (30.7%); viscose filament yarn (26.3%); 
sulfuric acid (25.6%); nitrogenous fertilizer (24.6%); DMT 
(23.0%); Phosphatic fertilizer (22.1%); caustic soda (19.2%); 
polyester filament yarn (12.5%); vanaspati (11.5%); paper and 
paper board (10.7%), LPG (10.5%); nylon filament yam (10.5%); 
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cotton yarn (10.1%); cement (8,4%) and sugar (6.6%). The 
percentage in the bracket initiates the state's share in the national 
production during 1989-90. Hazira near Surat, is emerging as one 
of the fastest developing industrial centers in the country where 
about Rs 10,000 crores are to be invested in next 10 years in some 
major industries such as ONGC's gas processing facilities, Indian 
Oil Corporation's LPG Bottling Plant, Heavy Water Plant, 
expansion of existing KRJBHCO's Fertilizer Plant, Petrochemical 
Complex by Reliance and GSPCL sponge iron project.  
Besides, there are a large number of projects under 
implementation at various other centers like Valia, Vagra, Tagadia 
where some of the large projects pertaining to cotton yarn, sugar, 
rubber chemicals and intermediates, methanol, cement, PP filament 
yam, granite slabs are coming up. 
Of the 2,190 large projects under implementation in mining 
and manufacturing sector in the country, Gujarat accounts for 225 
projects with an investment of over Rs. 40,000 crores. As such, the 
per capita investment in Gujarat now accounts for Rs. 5,451 
compared with the national average of Rs. 2,160. 
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A large number of oilfields have been discovered by ONGC 
at Gandhinagar, which will give a further boost to the development 
of hydrocarbon based chemical and petrochemical industries in the 
state8. 
2.7(c) E-COMMERCE INDUSTRY: 
Even with some concern about accuracy and timeliness of E-
Commerce statistics, reliable industry sources report huge jumps in 
E-Commerce transactions, particularly during fourth quarter 
holiday shopping. But long-term, industry growth has not been 
limited to just holiday shopping. Accordingly to a study undertaken 
by the University of Texas, the Internet portion of the U.S. 
economy grew at a compounded rate of 174% from 1995-1998 (the 
U.S. gross domestic product grew at 2.8% during the same period), 
and E-Commerce accounted for one-third of that growth. 
Increasingly, many firms use “vortals” –Vertically Integrated 
Portals to gateways that advertise or provide information on a 
specific industry or special interest. As a portion of E-Commerce 
business vortals provide targeted advertising for E-Commerce 
transactions, and may grow form 35% of all E-Commerce 
advertising to 57% by 2004. However, not all firms providing these 
services are profitable, in fact, most have yet to turn a profit. 
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On of the fastest growing sectors of E-Commerce is a 
Business-to-Business transaction, what is often called “B2B”. The 
Forrester Group, a private sector consulting firm, estimates that by 
2003, that sector of the U.S. economy will reach $1.5 trillion, up 
from nearly $200 billion in 2000. B2B transactions between small 
and medium sized businesses and their suppliers is rapidly 
growing, as many of these firms begin to use Internet connections 
for supply chain management, after- sales support and payments9. 
2.8 EFFECT OF GLOBALISATION ON TRADE and 
TECHNOLOGY: 
The process of globalization creates new challenges and 
opportunities for firms. The opportunities include access to new 
markets that were previously closed due to cost, regulation, or 
indirect barriers, the ability to tap resources such as labor, capital, 
and knowledge on a worldwide basis, and the opportunity to 
participate in global production networks that are becoming 
prevalent in many industries such as automotive, electronics, toys 
and textiles. Challenges come from foreign competitors entering 
firms’ domestic markets, and from domestic competitors reducing 
their costs through global sourcing, moving production offshore or 
gaining economies of scale by expanding into new markets. 
Globalization challenges firms to become more streamlined and 
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efficient while simultaneously extending the geographic reach of 
their operations. 
Responding to these opportunities and challenges 
increasingly requires a fundamental restructuring of organizational 
strategy and processes10. Due to increased competitive pressure, 
companies are using new technologies to extend their products and 
operations into the international marketplace11. They are also using 
these technologies to achieve new innovative transnational 
organizational forms12. 
The adoption of ICTs (Information Communication 
Technology) such as the Internet makes it cheaper and easier for 
firms to extend their markets, manage their operations and 
coordinate value chains across borders13. As Alan Greenspan 
(2001) has said, "By lowering the costs of transactions and 
information, technology has reduced market frictions and provided 
significant impetus to the process of broadening world markets". 
ICT adoption fosters globalization by reducing transaction and 
coordination costs and creating new and expanded markets with 
economies of scale14. 
The limitations of national markets, diversity and 
unevenness of the resource endowments of different nations, 
complexity of technological developments differences in 
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production costs and efficiencies, technological revolution in 
communication and other fields, etc. mandate globalisation. The 
political transformation in the USSR and Eastern Europe and 
economic reform all over the world has given an added impetus to 
globalisation. 
Deregulation and the deliquescing initiatives have been 
undertaken in India with a view to increase production, improve 
quality and get access to markets for products and services abroad 
to competition with other multinational companies. There is 
growing realization on the part of the government that instead of 
itself doing business, it should concentrate on creating an 
environment in which business prospers and entrepreneurial 
instincts are aroused, so that the investors may get maximum 
output and returns from the efforts. Radical Liberalization has been 
ashered to make the Indian economy progressively market oriented 
and integrate it with the emerging global economic structure in a 
more meaningful way. 
Extensive debate has taken place at the global level 
regarding the role of Public Sector Enterprises in the economy of a 
country. Up to eighties, the option was almost evenly divided and 
the various countries used to be divided and the various countries 
used to be classified mainly into two groups, viz, the capitalist 
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block and the socialist block. The countries falling in the former 
block assigned a major role to private enterprises in their endeavor 
for economic development, while the countries in the later favored 
PSEs (Public Sector Enterprises) in their economic endeavors. 
However, in recent years, more politicians, economists and 
administrators have started favoring private enterprise vis-à-vis 
PSEs. According to them, the failure of the PSEs has led to the 
breakdown of the socialist block, and hence they find little 
justification for continuing with such enterprises15. 
Globalisation tends to divert resources towards activities 
where private returns are higher than public returns. Hence, 
globalisation requires strengthening the presence of the public 
authorities in certain sectors where social returns are higher than 
private returns. 
Under globalisation, capital and technology tend to be 
mobile over the borders but mobility of people is not free. This has 
to be borne in mind. 
Dealing with chronic poverty may require a well designed 
and well managed social safety system, whereas globalisation 
presumes a pruned and curtailed role of the Government. 
In India the asset distribution is skewed and direct 
entitlements of the poor to assets are compressed into insignificant 
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limits. Technological progress is locomotive/engine not only of 
growth but also of globalisation. But it gives rise to some sort of 
job insecurity among the workers. Their fears are related to the 
process of technology led growth itself. The fear of job skill 
obsolescence is the uppermost. In India there is a huge work force, 
which is yet to acquire or is to be imparted skills and that are 
relevant. High skill oriented technology change on global scale 
may undermine endeavours to reduce poverty. As such, the 
distributional impact of globalisation would have to be addressed. 
The market system is truly analogous to universal franchise 
but the difference between the two lies in the former an individual 
buyer has a number of votes proportionate to the purchasing power. 
He commands, whereas in the latter the principle “one person, one 
vote” applies. Thus the market system is not strictly egalitarian. 
Short of employment, labour has no purchasing power and hence 
no access to the market economy, it is outside the mainstream of 
income generation. 
Under the Reform, in alignment with the changing balance 
between the state and the market, the balance between the 
Government and the individual has altered. 
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To aid and abet the process of poverty alleviation managerial 
skills and material or financial resources of the individuals and 
corporate are required to be harnessed16. 
2.9  ROLE OF WTO (World Trade Organisation) IN E-
COMMERCE TRADE: 
The WTO (World Trade Organisation) has presented another 
set of challenges to U.S. policymakers. The first two WTO 
ministerial meetings addressed issues that have an impact on E-
Commerce. The first WTO ministerial conference was held in 
Singapore on December 9-14,1996. Among the issues considered 
by the WTO participants was an agreement to reduce trade barriers 
for information technology goods and services. This issue was 
considered vital to the development of telecommunications 
infrastructure including the Internet among developing nations. A 
majority of participants signed an agreement to reduce these 
barriers. At the second WTO ministerial conference, held in 
Geneva on May 18 and 20 1998, an agreement was reached by the 
participating trade ministers to direct the WTO (World Trade 
Organisation) General Council to develop a work program on E-
Commerce and to report on the progress of the work program, with 
recommendations, at the next conference. The ministers also 
agreed that countries continue the practice of not imposing tariffs 
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on the electronic transmission. While E-Commerce was on the 
agenda at the third WTO (World Trade Organisation) conference in 
Seattle in 1999, disruptions at that conference curtailed 
discussions. 
The WTO (World Trade Organisation) also has addressed E-
Commerce. In the October 27 draft ministerial declaration for the 
fourth conference in Doha, Qatar; the chairman of the General 
Council stated, “Electronic Commerce creates new challenges and 
opportunities for trade and for members of all stages of 
development. They instruct the General Council to consider the 
most appropriate institutional changes for handling the work 
program, and to report on further progress to the Fifth ministerial 
conference” and that “members will maintain their current practice 
of not imposing custom duties on electronic transmissions until the 
fifth session”17.  
As WTO members work together to realize the objectives of 
the Doha Development Agenda, the potential for E-Commerce to 
be a driver of economic growth should not be ignored. A recent 
report on E-Commerce and developing countries concluded that 
these countries should encourage E-Commerce development in 
order to realize fully their economic potential. E-Commerce allows 
enterprises to generate efficiency gains at all stage of their 
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production and distribution process. In fact, market innovations 
and efficiencies gained through E-Commerce have the greatest 
effect in countries where coordination and transaction costs are 
highest. E-Commerce can be the key to overcoming traditional 
impediments, such as time and physical distance, in business-to-
business as well as business-to-consumer transactions. For 
example, E-Commerce can enable new entrants to the market to 
create services export opportunities that would not have been 
possible without the Internet. 
But these benefits do not occur do without positive and 
active participation by countries in committing to reform and open 
trade. Thus, WTO members that seek to stimulate E-Commerce 
will realize these gains by reforming policies in the 
telecommunications, financial services, distribution and delivery 
sectors, resulting in across-the-board improvement in the business 
and should not be used as a disguised restriction on trade. 
The Doha negotiations afford an excellent opportunity for all 
countries interested in harnessing the development potential of E-
Commerce to implement such reform policies. Not only will they 
directly benefit in terms of spurring domestic economic growth and 
development, but by reforming together with trading partners they 
can realize export benefits as well. The current WTO work 
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programme on Electronic Commerce affords a venue for pursuing 
these objectives. Because E-Commerce is a multifaceted topic that 
involves many areas of existing WTO agreements, the work 
programme should turn to the task of identifying how the relevant 
on-going negotiations can spur the advancement of E-Commerce. 
Collectively, our effort should be aimed at the following objectives 
through the Doha Development Agenda: 
• Adhering to a liberal and open trade environment through 
the application of existing WTO agreements to E-Commerce is an 
important way to expand growth and opportunities for all WTO 
members. 
• Committing to greater market access and national treatment 
across a broad range of relevant goods and services sectors that 
will promote trade in products and services using electronic 
networks. 
• Recognizing that where legitimate policy objectives require 
domestic regulations that affect trade in products and services 
using electronic networks, such regulations should be transparent, 
and non-discriminatory, and their purpose should not serve as a 
restriction on trade. 
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• Accepting as permanent on an MFN-basis the moratorium 
on imposing customs duties on electronic transmission as a way to 
support the continued expansion of global E-Commerce. 
• Recognizing that technical assistance and capacity building 
projects related to E-Commerce have a role to play in the deeper 
integration of developing countries and economies in transition 
into the framework of the WTO rules, the WTO should coordinate 
closely with other international institutions in helping to develop 
the needed infrastructure and other requirements for E-Commerce 
to be accessible. 
Since E-Commerce encompasses many areas covered by 
existing WTO agreements, it requires a comprehensive approach. 
Other international fora are already examining E-Commerce in 
such a manner. For example, in October 2002, an overwhelming 
majority of Leaders of the Asia-Pacific Economic Cooperation 
(APED) agreed to adopt a series of trade policies for the Digital 
Economy, and highlighted key general objectives in this area, 
similar to the ones set forth above. In order for the WTO to keep 
apace with constantly evolving technologies and international 
developments, WTO members should endorse general objectives 
on E-Commerce that are applicable to all negotiating groups18. 
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3.1 Introduction: 
India is a developing country. Information Technology is a 
revolutionary change for Indian commercial and economic 
environment. A part of revolution of Information Technology 
Electronic commerce plays an important role to conduct global 
(international) business. E-commerce provides ways to exchange 
information between individuals, companies and countries and 
most important of all, between computers. E-commerce is the 
movement of business onto the WWW (World Wide Web). This 
movement has been broken up into two main sectors consisting of 
B2B (Business-to-Business) and B2C (Business-to-Consumer). E-
commerce refers to marketing, selling and buying goods and 
services over the Internet. 
3.2    Title of the research problem: 
“Perspective of E-Commerce in the industries of Gujarat.” 
3.3        Review of Literature: 
The research study analyses the perspective of E-commerce 
in the industries of the Gujarat state. There are a number of theses 
submitted and a number of articles published for perspective of E-
commerce. To study the existing literature, the aim of the 
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researcher is to find out limitation of existing literature and also to 
find out in which criteria the study has been researched.  
The present study is unique work of research. There are 
some literatures included apart from the E-commerce research is as 
under. 
A thesis on ‘Adoption of E-commerce in small and medium 
sized enterprises: content, context, process and their Interplay’ 
submitted on November 22, 2006 by Magnusson, Monika from 
Karlstad University. The purpose of this study is to contribute to 
the theory building in the E-commerce area by forming a 
conceptual framework over SMEs’ (Small and Medium 
Enterprises) adoption of E-commerce. Thus in this study the 
Electronic Commerce adoption framework consists analysis of the 
process of E-commerce adoption in SMEs (Small and Medium 
Enterprises)1. 
A study on ‘A methodology for the characterization of 
Business-to-Consumer E-commerce’ submitted on March 2006 by 
the neural computation research group of school of computing and 
mathematical science. This study has concerned with the category 
of consumer oriented or Business-to-Consumer Electronic 
Commerce. The purpose of this study is to put forward a complete 
quantitative methodology for the explorer analysis of online 
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consumers’ shopping behavior. This methodology comprised 
several stages like latent variable analysis, predictive modeling, 
cluster-based segmentation, and graphical modeling etc2. 
A study on ‘A Unified Framework for E-commerce systems 
Development Business process pattern Perspective’ analyzed on 
September 24, 2004 by Jayaweera M. Prasad from Stockholm 
University. In this study, the researcher has analyzed that in 
electronic commerce, system development is based on two 
fundamental types of models. One is business model and second is 
process model. A business model is concerned with value 
exchanges among business partners, while a process model focused 
on operational and procedural aspects of business communication. 
Thus, a business model defines what is an E-commerce system, 
while a process model defines how E-commerce system work. The 
researcher has also developed an application of the framework to 
demonstrate how process-modeling tasks can be facilitated in E-
commerce system design3. 
Center for Research on Information Technology and 
Organizations University of California, Irvin have presented a 
research work on December 20, 2002. This work entitled ‘Impacts 
of Globalization on E-commerce Adoption and Firm performance: 
A cross country Investigation’. This work has developed and tested 
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a model examining the relationship between firm globalization, E-
commerce adoption and firm performance, using data from a large 
scale cross country survey of firms from three industries. The 
finding of this work is that globalization leads to both E-commerce 
adoption and improved performance, measured as efficiency, co-
ordination and commerce (sales and market position). E-commerce 
adoption also leads to greater firm performance of all three types. 
This work analyzed that globalization has differential effects on 
B2B (Business-to-Business) and B2C (Business-to-Consumer) E-
commerce. However, such highly global firms are more likely to 
do B2B but less likely to do B2C4. 
Mr. Sangwan, Raj Kumar have submitted a thesis on 
‘Electronic Industry in India and its Growth potential in Haryana 
and Punjab’ on April 19, 2007. This study had focused that India is 
facing regional imbalance in electronics and information 
technology industrial sectors. The state of Haryana and Punjab 
have been identified as low growth state with just 1.5% and 4.7% 
share respectively in electronics production in year 1994 in 
comparison with the high growth rate of Karnataka with 18.8% and 
Utter Pradesh with 18.2% share placed at first and second rank in 
electronics production in India in the same year5. 
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Mr. Vijay Chavda has submitted a thesis on the topic of ‘E-
commerce Application Modeling: system study and analysis for 
developing E-commerce model’ by Saurashtra University. His 
research work is conceptual and is coordinated with a certain view 
of idea. Thus he has presented his thesis as available information of 
the E-commerce projects analytically studies with the models6. 
A paper was published by John Wiley and Sons, is presented 
by Taylor M. on the topic of ‘maintaining electronic commerce 
systems: the legal issues’ on March 2003. In this paper the legal 
issues concerned with the maintenance of electronic commerce 
systems are examined based oil detailed case studies in two U.K.-
based organizations, a marketing organization and a retail 
organization. Even seemingly trivial maintenance activities of 
electronic commerce systems such as changing Web site text can 
have legal implications due to the variety of advertising, consumer 
protection, data protection and other legislation and regulation that 
potentially applies to electronic commerce activities. In addition, 
the potentially global nature of electronic commerce activities 
implies that maintenance activities of electronic commerce systems 
need to comply not only with the legislation and regulation within 
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the country of the seller, but also potentially with the legislation 
and regulation within the country of the consumer as well7.  
A paper was published by Royal Dutch Geographical 
Society KNAG, is presented by Visser Evert-Jan and Lanzendorf 
Martin on the topic of ‘Mobility And Accessibility Effects Of B2C 
E-Commerce’ on February 2004.This paper explores the mobility 
and accessibility effects of Business-to-Consumer (B2C) e-
commerce. The main questions are how B2C E-commerce affects 
(a) an individual activity patterns and travel behavior, (b) the 
freight transport and logistic decisions of firms, and (c) the location 
decisions of households and firms. The review shows that the 
direct (short-term) mobility effects of B2C E-commerce are 
relatively clear, and that an overall increase in both individual 
travel and freight transport can be expected. The indirect (long-
term) changes for physical accessibility and mobility, however, are 
less clear and harder to deal with, due to the complex relationships, 
time lags, data problems and methodological (attribution) 
problems. Still, it appears that processes of decentralization and 
sub-urbanization of distribution systems for B2C E-commerce may 
gradually extend and shift, respectively, towards more remote and 
less densely populated areas in the Netherlands. This would 
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reinforce the ongoing process of retail store closures in these areas, 
i.e., the spatial redistribution in retailing facilities, thus limiting 
physical accessibility. As a result, average trip lengths and car use 
for shopping trips may on the whole increase. With freight 
transport also increasing due to B2C E-commerce, its overall long-
term effect may be an increase in motorized mobility, with urban 
consumers saving trips for shopping purposes and consumers 
elsewhere adding to their travel burden. Only certain products are 
feasible for E-commerce, however. Hence, the impact of B2C E-
commerce on mobility and accessibility varies between product 
categories8.  
John Hulland, Michael R. Wade, and Kersi D. Antia 
consider an aspect of the global electronic marketplace in their 
paper, "The Impact of Capabilities and Prior Investments on Online 
Channel Commitment and Performance" published in 2006, which 
examines a proposed correlation between prior network 
infrastructure investments and commitment to online marketing 
channels. As the paper draws on a resource-based view of the firm, 
it makes a cross-disciplinary argument to explain the commitment 
and performance benefits that firms derive from their prior 
investments. The authors demonstrate the utility of their approach 
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with a survey of 550 online retailers. They report some interesting 
variation in the degree to which rewards vary unequally across 
firms9. 
The paper, "Interoperability of E-Government Information 
Systems: Issues of Identification and Data Sharing," published in 
journal of management information system in 2007 by Benoît 
Otjacques, Patrik Hitzelberger, and Fernand Feltz, deals with the 
sensitive legal and administrative challenges to exchanging 
information about the identities of individuals within a particular 
national entity and across international borders. This exploratory 
paper describes the status quo for such practices among 18 of the 
member states of the European Union. The insights derived here 
may be useful on a broader scale, as the European Union is a leader 
in identity protection10. 
An article, “State of the Industry: Digging deeper” by Mark 
Brohan, Internet Retailer, 07-01-2007. This article deals with 
overview and history of the Internet retailing industry11.  
An article, “E-commerce: The shape of things to come” by 
Paul Demery, Internet Retailer, 05-01-2007. This article look at the 
future of Internet retailing includes (1) tighter integration of 
customer service information across the web, store, and call center, 
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(2) more online video and move toward web TV, (3) m-commerce, 
(4) social retailing, (5) new web applications12.  
A paper, “The Sky is Falling” on E-commerce Spending” by 
Jordan McCollum, Marketing Pilgrim, 02-07-2007. This paper 
discusses an overview of predictions of the growth of e-commerce 
spending. Notes that the rate of growth will slow, but not ecessarily 
the same amount of growth. Jupiter. Research suggests a 10-15% 
plateau range. By 2011 the Internet will influence or dive almost 
half of all offline sales through online research or advertising13.  
An article,” Managing E-Commerce”, Mary Wagner Internet 
Retailer, 02-01-2007, discusses various approaches to managing a 
multi-channel retailer's Internet function. Examples are from Roots 
Canada, Bare Necessities, J. and R. Electronics, Jewelry 
Television14.  
An article, “Internet Retailer 2006: Report from the 
conference”, Internet Retailer, 08-01-2006. This article contains 
notes on each of the sessions at the Internet Retailer 2006 
Conference and Exhibition, June 5-7, 2006, which revolved around 
using technology to meet customer needs15.  
“Starting An Online Store: The Essential Checklist” by 
James Maguire, E-Commerce-Guide, 04-17-2006. This multi-part 
article presents a checklist and capsule description of 15 essential 
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steps you must take to launch an online store successfully, stressing 
that if you gather everything you need before you launch, you'll be 
far ahead of most people who take the plunge into e-commerce16.  
An article, ‘Eddie the Erroneous E-marketer’, is presented by 
Jason Oconnor and MarketingProfs, on November 01, 2005,
 
in the 
appearance of an advice column for the fictional Eddie. This article 
explains some basic principles of online marketing that will help 
newcomers avoid typical mistakes, such as creating a brochure-
ware site, failing to offer incentives, and ignoring statistics17. 
“A growth theory perspective on the international diffusion 
of E-commerce” by
 
Shuchun Ho, Robert J. Kauffman, Ting-Peng 
Liang published by ACM Press   New York, NY, USA in 2005. 
This research explores the reasons why electronic commerce 
practices have diffused around the world at the national level of 
analysis, due to forces that are both internal and external to the 
countries in which diffusion is observed to occur. The researcher 
proposes two related growth theories that contribute contrasting 
viewpoints about the origins of the drivers of diffusion: 
endogenous growth theory and exogenous growth theory. The 
researcher use the former theory to argue that the primary drivers 
of diffusion stem from economic forces that are internal to a 
country, including its government policies (e.g., tax on online 
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stores), wealth, infrastructure, readiness, education levels, and so 
on. The latter theory suggests that the primary drivers are external 
to the economy, and may reflect the forces present in the regional 
economy, international drivers of technological change, trade flows 
and so on. The researcher explores the efficiency of these 
alternative perspectives in a set of propositions for the drivers of 
national-level diffusion of e-commerce that spans developed and 
developing nations18. 
According to the researcher, this study is carried out for 
limited number of industries of Gujarat state only. In this study the 
industrial sector is divided into two groups. The concept of E-
commerce is universal. So the need felt by the researcher is to 
cover global area to analyze the perspective of E-commerce. The 
topic is selected as under: 
3.4     Objectives of the study: 
The broader objective of the study is to under stand the 
possible perspective of E-commerce in the Gujarat state. This 
objective is sub divided into the following objectives: 
1. To know the use of E-commerce by the industrial units of 
Gujarat state. 
2. To know the practice adopted by companies with E-
commerce activities. 
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3. To find out problem and prospects of E-commerce. 
4. To know the possible development of e-commerce in the 
Gujarat state. 
5.       To suggest effective way of operation in e-commerce. 
3.5    Source of the Data: 
This study is based on primary data taken from various 
industrial units of the Gujarat state by filling a structured 
questionnaire. It covers usages of E-commerce by the industrial 
units; practices adopted by the industrial units with different 
aspects like Usage/cost aspect, Marketing aspect, Human resource 
aspect, Consumer aspect, Government aspect, Management aspect 
and Problem faced by the industrial sectors. 
The work done in this study is taken from the 500 sample 
companies selected from the industrial sector of the Gujarat state.  
The industries of Gujarat state are divided in following 
groups:  
Industrial group No. Of Observed Units 
Service sector 114 
Manufacturing sector 386 
Total 500 
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3.6 Methodology of the study: 
In this study the primary data collected through the 
questionnaire is analyzed with the use of statistical tools. This 
research used statistical techniques like mean, standard deviation, 
T-test and F-test (Anova) Analysis Of Variance for the purpose of 
testing the hypothesis. 
T-test is based on t-distribution and is considered an 
appropriate test for judging the significance of a sample mean or 
for judging the significance of difference between the means of two 
samples in case of small sample when population variance is not 
known. In case two samples are related, the paired t-test is used for 
judging the significance of the difference between the two related 
samples. The relevant test statistic, ‘t-’ is calculated from the 
sample data and then compared with its probable value based on t-
distribution at a specified level of significance for concerning 
degrees of freedom for accepting or rejecting the null hypothesis.  
F-test is based on F-distribution and is used to compare the 
variance of the two independent samples. This test is also used in 
the context of analysis of variance (ANOVA) for judging the 
significance of more than two samples mean at one and the same 
time. Test statistic, ‘F’ is calculated and compared with its probable 
value for accepting or rejecting the null hypothesis.
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3.7      Investigative questions: 
This study focuses different aspect to analyze perspective of 
E-commerce. The researcher would like to address the following 
questions for these aspects: 
A) Information related to usage/cost aspect. 
B) Information related to marketing aspect. 
C) Information related to human resource aspect. 
D) Information related to consumer aspect. 
E) Information related to government aspect. 
F) Information related to management aspect. 
G) Information related to problem aspect. 
3.8     Hypothesis for the Research Study: 
Hypothesis for the study are as under: 
(A) H0: “There is no significant difference between usage/cost 
aspect and type of E-commerce industries”. 
          H1: “There is significant difference between usage/cost 
aspect and type of E-commerce industries”. 
(B) H0: “There is no significant difference between usage/cost 
aspect and expenditure for IT (Information Technology) of 
E-commerce industries”. 
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H1: “There is significant difference between usage/cost 
aspect and expenditure for IT (Information Technology) of 
E-commerce industries”. 
(C) H0: “There is no significant difference between usage/cost 
aspect and turnover of E-commerce industries”. 
H1: “There is significant difference between usage/cost 
aspect and turnover of E-commerce industries”. 
(D) H0: “There is no significant difference between usage/cost 
aspect and geographical area for E-commerce industries”. 
H1: “There is significant difference between usage/cost 
aspect and geographical area for E-commerce industries”. 
3.9    Chapter plan: 
Chapter-1 Overview of E-commerce 
Chapter-2 Gujarat state and it’s industrial Growth 
Chapter-3 Research Methodology 
Chapter-4 Analysis of various aspect of perspective of  
                    E-commerce in the industries of Gujarat          
Chapter-5 Criteria wise analysis and Dimension wise 
analysis   
Chapter-6 Summary and Findings 
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3.6   Limitations of the study: 
The present study is based on primary data taken from 
various industries of Gujarat by filling a prescribed questionnaire. 
The purity of the result is depends on the purity of the data. All the 
conclusions and suggestions are given from the statistical analysis 
of the several ratios calculated. The perspective of E-commerce can 
be measured through many other ways. 
The basic inherent limitations of figures, calculations, 
statistical analysis and human error are the limitations of the study. 
Much care and diligence have been exercised in making all the 
calculations, statistical analysis and deriving conclusions from it 
but then also there can be some human error, which will make the 
study weaker to that extent. 
The study is carried out for limited numbers of industrial 
units only. It is difficult to draw conclusions from sample for the 
whole industry. Hence the limitations of sample survey apply to 
this research also. 
The study is carried out for the Gujarat state to derive 
conclusions about the perspective of E-commerce of the industries 
as a whole. The concept of E-commerce is universal. So the 
generalization cannot be possible. 
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4.1 Introduction: 
Each and every commercial transaction in this world is done 
by some mean. Such factors which plays an important role to made 
the whole thing complete is known as perspective. Perspective in 
theory of cognition is the choice of a context or a reference (or the 
result of this choice) from which to sense, categorize, measure or 
codify experience, typically for comparing with another. One may 
further recognize a number of cleverly distinctive meanings, close 
to those of point of view, well thought-out and paradigm. The 
Perspective is the art of drawing so as to give the effect of solidity 
and relative distance and size. 
‘Perspective’ is a word, but also a concept, describing how 
things look depending on where things are. Things that are closer 
to us always look bigger than they would if they were far away; a 
beetle can look bigger than a bus if the beetle is close enough, or 
the bus is far enough away. 
Things also appear to change shape depending on where they 
are in relation to you (or where you are in relation to them). A table 
will look very different if you are standing on top of it, or sitting on 
a chair looking at it, or hiding underneath it. This applies to most 
other things. 
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Try looking at different things from different angles and 
distances in order to see how much they appear to change. 
We know where things are because of their shape and size. 
We don't need to be able to draw, to be good at using our 
understanding of space. The only reason anyone can catch a ball, or 
kick it, or even find it, is because we are able to judge where it is, 
because of how it looks, and how it seems to change shape and size 
as it moves.  
The problem with perspective is not using it, but using it so 
that drawn pictures of things look right - drawing things "in 
perspective". 
We use the same system today, in computer programs and 
design; this is because it still looks "right". But it is only a system 
for making things seem to look "right". Perspective is only a 
system and some of the things about it aren't quite "right". In E-
commerce perspective means to know the role of information 
technology in commercial transaction of goods and services. 
4.2     PURPOSE:  
The purpose of defining ‘perspective’ is to give a clear 
statement of the perspective on the analysis is one of the standard 
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requirements of good practice in economic evaluation. It is one of 
the items on most checklists and guidelines for assessing the 
quality of evaluations. The objective of the work reported here is to 
explore in more depth the implications of E-commerce perspective 
with other aspects of an evaluation and to check whether studies 
actually fulfill the demands or not. 
 This chapter deals with analysis of perspective of E-
commerce in the industries of Gujarat. In this connection, an 
attempt has been made to understand perspective of E-commerce 
with respect to different aspects like usage/cost, marketing, human 
resource, consumer, government, management and problem in 
industrial units of Gujarat state. 
For studying all those aspect the researcher very judiciously 
selected six different statements and fill out by the sampled 
industrial units to respond the each statement on a five point scale. 
Fully agree to statement denotes most favourable perception while 
the strongly disagreed denotes the most unfavourable perception. 
The responses for all the statements related to perspective of 
E-commerce for that sampled industrial units are shown vide table 
No 4.3, 4.4, 4.5, 4.6, 4.7, 4.8, 4.9. 
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Usage/cost Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that 
your business will 
gear up due to the 
use of E-commerce? 
322 138 32 2 0 
2 Do you believe that 
use of E-commerce 
will reduce the 
transaction cost of 
your business? 
112 298 48 23 15 
3 Do you believe that 
establishment cost 
for e-business is 
much higher than 
traditional business? 
41 67 229 109 50 
4 Do you believe that 
online business will 
help medium and 
small- scale 
business? 
60 188 111 73 61 
5 Do you believe that 
to purchase resources 
for online business 
and its maintenance 
is costly? 
106 94 125 116 53 
6 Do you believe that 
online business needs 
trained and skilled 
staff, which increases 
cost than the 
benefits? 
153 177 51 90 24 
 Total 794.00 962.00 596.00 413.00 203.00 
 Average 132.33 160.33 99.33 68.83 33.83 
 Rounded Average 132.00 160.00 99.00 69.00 34.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 660.00 640.00 297.00 138.00 34.00 
 Average   3.58   
 Rounded Average   4.00   
Table No. 4.3 
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Marketing Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that it 
is difficult to divert 
customer from 
traditional buying 
system to online 
buying system? 
206 84 73 0 73 
2 Do you believe that 
purchase of goods 
takes more time in 
online business for 
selecting proper items 
from web page? 
67 156 56 0 63 
3 Do you believe that 
delivery of goods is 
one of the limitations 
for E-commerce 
business? 
84 118 173 0 45 
4 Do you believe that 
online business, do not 
provide touch ability 
of goods, bargaining 
and other type of 
facilities to the 
customer? 
188 130 77 0 24 
5 Do you believe that 
advertising for online 
business is costly and 
less effective than that 
of traditional business? 
68 127 105 0 69 
6 Do you believe that 
online business needs 
more effective 
marketing strategy  
180 121 56 0 44 
 Total 793.00 736.00 540.00 0.00 318.00 
 Average 132.17 122.67 90.00 0.00 53.00 
 Rounded Average 132.00 123.00 90.00 0.00 53.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 660.00 492.00 270.00 0.00 53.00 
 Average   3.71   
 Rounded Average   4.00   
Table No. 4.4
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Human Resource Management Aspect – Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that 
online business will 
reduce Employee 
opportunity? 
267 117 59 28 26 
2 Do you believe that 
employee becomes 
machine dependent in 
online business? 
77 211 118 33 58 
3 Do you believe that 
employee becomes lazy 
and passive due to 
machine oriented work? 
68 102 168 77 81 
4 Do you believe that in 
online business, 
employees are required 
to update about 
technology by training? 
176 160 69 77 14 
5 Do you believe that 
business through E-
commerce will loose the 
personal touch with 
employees? 
129 140 97 74 57 
6 Do you believe that 
employees are not ready 
to work with new trend 
of business (online 
business)? 
168 120 54 80 73 
 Total 885.00 850.00 565.00 369.00 309.00 
 Average 147.50 141.67 94.17 61.50 51.50 
 Rounded Average 148.00 142.00 94.00 62.00 52.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 740.00 568.00 282.00 124.00 52.00 
 Average   3.55   
 Rounded Average   4.00   
Table No. 4.5
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Consumer Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that the 
E-commerce reduces 
complains and time for 
purchasing? 
269 146 39 28 11 
2 Do you believe that 
online business covers 
all the sectors like 
Travels Tourism, 
Medical, Education, and 
Social services, 
Employeement sector 
etc.? 
211 187 42 18 35 
3 Do you believe that 
through the use of E-
commerce customers are 
benefited, as 
commission of 
middleman will be 
removed? 
137 147 147 38 23 
4 Do you believe that 
online business requires 
good E-security and anti 
hacking system? 
109 148 122 77 37 
5 Do you believe that 
online business requires 
a system for 
authentication 
mechanism and even for 
legal status of E-
contracts? 
123 169 65 77 58 
6 Do you believe that 
rural is neglected in 
online business? 
127 117 116 73 60 
 
Total 976.00 914.00 531.00 311.00 224.00 
 
Average 162.67 152.33 88.50 51.83 37.33 
 
Rounded Average 163.00 152.00 89.00 52.00 37.00 
 
Scale 5.00 4.00 3.00 2.00 1.00 
 
Average x scale 815.00 608.00 267.00 104.00 37.00 
 
Average   3.71   
 
Rounded Average   4.00   
Table No. 4.6 
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Government Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that there 
is not proper development 
of E-commerce 
environment, which 
enables trade, economic 
and community 
development? 
385 75 10 15 11 
2 Do you believe that taxes 
are not to impose on 
online goods and services? 
362 96 20 16 2 
3 Do you believe that it is 
better to develop funding 
partnership between 
government and private 
forms for E-commerce? 
320 55 68 42 10 
4 Do you believe that 
government should 
provide sufficient 
infrastructure regarding 
slow downloading, 
development of affordable 
access network, 
development of intelligent 
high- speed data and voice 
network? 
341 66 38 20 31 
5 Do you believe that 
government of Gujarat has 
to provide subsidy for 
industrial development to 
grow up E-commerce? 
375 65 21 22 13 
6 Do you believe that 
Gujarat government 
should apply actions for 
security of business 
transaction for E-
commerce? 
638 53 28 26 21 
 Total 2151.00 410.00 185.00 141.00 88.00 
 Average 358.50 68.33 30.83 23.50 14.67 
 Rounded Average 359.00 68.00 31.00 24.00 15.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 1795.00 272.00 93.00 48.00 15.00 
 Average   4.47   
 Rounded Average   4.00   
Table No. 4.7 
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Management Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that 
online business 
increases the 
productivity of goods 
and services? 
254 136 46 41 18 
2 Do you believe that 
online business 
increase profit and 
operational efficiency? 
116 181 109 38 52 
3 Do you believe that 
online business is 
helpful for effective 
decision-making? 
49 117 122 84 122 
4 Do you believe that 
online business is very 
much useful for 
planning, production, 
pricing and 
promotion? 
92 95 95 170 41 
5 Do you believe that 
online business is 
helpful for effective 
stock performance and 
online accounting 
system? 
123 135 105 61 70 
6 Do you believe that 
online business is 
much convenient for 
international level 
business rather than 
state level business? 
155 149 48 66 77 
 Total 789.00 813.00 525.00 460.00 380.00 
 Average 131.50 135.50 87.50 76.67 63.33 
 Rounded Average 132.00 136.00 88.00 44.00 63.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 660.00 544.00 264.00 154.00 63.00 
 Average   3.40   
 Rounded Average   3.00   
Table No. 4.8 
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Problem Aspect - Overall 
Sr. 
No. 
 Fully 
Agree 
Agree Neutral Disagree Strongly 
Disagree 
1 Do you believe that 
customer has less 
awareness about 
online business? 
212 118 84 48 36 
2 Do you believe that 
it is difficult to 
identify real 
customer in online 
business? 
43 87 97 96 174 
3 Do you believe that 
online business is 
only possible for 
urban people? 
40 134 142 107 71 
4 Do you believe that 
people have less 
trust on payment 
through electronic 
card? 
64 148 99 130 53 
5 Do you believe that 
customer has less 
trust about the 
quality of goods 
shown on website 
for online business? 
121 130 87 110 48 
6 Do you believe that 
customer has less 
trust about the 
delivery of goods 
shown on website 
for online business? 
140 90 62 74 132 
 Total 620.00 707.00 571.00 565.00 514.00 
 Average 103.33 117.83 95.17 94.17 85.67 
 Rounded Average 103.00 118.00 95.00 94.00 86.00 
 Scale 5.00 4.00 3.00 2.00 1.00 
 Average x scale 515.00 472.00 285.00 188.00 86.00 
 Average   3.12   
 Rounded Average   3.00   
Table No. 4.9 
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As per table 4.3, 132 fully agreed person, 160 averagely 
agreed, 99 remain neutral, 69 and 34 disagreed and strongly 
disagreed for the different aspects related to usage/cost aspect. This 
way the average score of usage/cost aspect at 5 point scale the 
users were found 3.58 which shows that on an average the users 
have favourable perception of usage/cost aspect at the job. 
As per table 4.4, 132 fully agreed person, 123 averagely 
agreed, 90 remain neutral, 0 and 53 disagreed and strongly 
disagreed for the different aspects related to marketing aspect. This 
way the average score of marketing aspect at 5 point scale the users 
were found 3.71 which shows that on an average the users have 
favourable perception of marketing aspect at the job. 
As per table 4.5, 148 fully agreed person, 142 averagely 
agreed, 94 remain neutral, 62 and 52 disagreed and strongly 
disagreed for the different aspects related to human resource 
management aspect. This way the average score of human resource 
management at 5 point scale the users were found 3.55 which 
shows that on an average the users have favourable perception of 
human resource management aspect at the job. 
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As per table 4.6, 163 fully agreed person, 152 averagely 
agreed, 89 remain neutral, 52 and 37 disagreed and strongly 
disagreed for the different aspects related to consumer aspect. This 
way the average score of consumer aspect at 5 point scale the users 
were found 3.71 which shows that on an average the users have 
favourable perception of consumer aspect at the job. 
As per table 4.7, 359 fully agreed person, 68 averagely 
agreed, 31 remain neutral, 24 and 15 disagreed and strongly 
disagreed for the different aspects related to government aspect. 
This way the average score of government aspect at 5 point scale 
the users were found 4.47 which shows that on an average the users 
have favourable perception of government aspect at the job. 
As per table 4.8, 132 fully agreed person, 136 averagely 
agreed, 88 remain neutral, 77 and 63 disagreed and strongly 
disagreed for the different aspects related to management aspect. 
This way the average score of management aspect at 5 point scale 
the users were found 3.40 which shows that on an average the users 
have favourable perception of management aspect at the job. 
As per table 4.9, 103 fully agreed person, 118 averagely 
agreed, 95 remain neutral, 94 and 86 disagreed and strongly 
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disagreed for the different aspects related to problem aspect. This 
way the average score of problem aspect at 5 point scale the users 
were found 3.12 which shows that on an average the users have 
favourable perception of problem aspect at the job. 
4.10     Hypothesis Testing for perspective of E-commerce: 
1. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of type of industries in E-
commerce. 
Null hypothesis (H0) = µU = µE 
Alternative hypothesis (Ha) = µU ≠ µE 
Table of Usage/cost aspect and Industry type 
Industry type Usage/cost Aspect category 
0-8 8-16 16-24 
Total 
Service sector - 68 46 114 
Service sector 6 204 176 386 
Total 6 272 222 500 
Table 4.10 - A 
Table of t-Test for Usage/cost aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 14.11 14.41 14.26 
Standard 
Deviation 
2.87 3.18 3.02 
Standard Error  0.27 0.16 0.22 
Table 4.10 – A1 
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Independent Samples Test for Usage/cost aspect and type of 
Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Usage/cost Aspect 
Score 
F Sig. T Df Sig. 
(2- tailed) 
Mean 
Differe
nce 
Standard 
Error 
Difference 
Equal variances 
assumed 
0.01 0.93 0.91 498 0.37 0.30 0.33 
Equal variances not 
assumed 
  0.96 202.29 0.34 0.30 0.31 
Table 4.10 – A2 
Table 4.10 - A2 reveals that the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of usage/cost aspect 
and industry type. The average score of usage/cost aspect for service 
industries is 14.11. The average score of usage/cost aspect for 
manufacturing industries is 14.41. Standard deviation for service sector is 
2.87. Standard deviation for manufacturing sector is 3.18. Calculated 
value of ‘t’ test is 0.91 for service sector and 0.96 is for manufacturing 
sector. Which is lower than the table value of 1.97 for service sector and 
manufacturing sector at 5 percent level of significance for 2-tailed t-test. 
As such this hypothesis stands remains means that the difference between 
the average score of usage/cost aspect and type of industry is not 
substantial or not important. 
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2. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µU = µE 
Alternative hypothesis (Ha) = µU ≠ µE 
Table of Usage/cost aspect and Expenditure of IT 
 
Expenditure of IT Usage/cost 
Aspect 
category 
Below 25 
lacs 
26 – 50 lacs Up to 1 
crore 
More than 
25 crore 
Total 
0 – 8 2 3 1 - 6 
8 – 16 146 101 22 3 272 
16 - 24 117 76 27 2 222 
Total 265 180 50 5 500 
Table 4.10 - B 
Table of Usage/cost aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crore 
Total 
N 265 180 50 5 500 
Mean 14.31 14.21 14.88 15.40 14.35 
Standard 
Deviation 
3.04 3.18 3.37 1.52 3.11 
Standard 
Error 
0.19 0.24 0.48 0.68 0.14 
Table 4.10 – B1 
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ANOVA table for Usage/cost aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 23.31 3 7.77 0.80 0.49 
Within Groups 4803.83 496 9.69   
Total 4827.14 499    
Table 4.10 – B2 
As per the table 4.10 – B2 the calculated value of F is 0.80, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of usage/cost aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crore are 14.32, 14.21, 14.88, 15.40 
respectively. This leads one conclude that the industries having 
expenditure of more than 25 crore had the highest score of usage/cost of 
E-commerce as compared to having expenditure of IT (Information 
Technology) below 25 lacs, 26-50 lacs, up to 1 crore, more than 25 crore. 
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3. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of turnover of E-
commerce. 
Null hypothesis (H0) = µU = µT 
Alternative hypothesis (Ha) = µU ≠ µT 
Table of Usage/cost aspect and Turnover 
Turnover Usage/cost 
Aspect 
category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 8 1 - 3 2 6 
8 – 16 24 47 121 80 272 
16 - 24 30 35 95 62 222 
Total 55 82 219 144 500 
Table 4.10 - C 
Table of Usage/cost aspect and Turnover Descriptive 
Turnover Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crore 
Total 
N 55 82 219 144 500 
Mean 14.91 14.41 14.21 14.29 14.35 
Standard 
Deviation 
3.23 2.98 2.98 3.33 3.11 
Standard 
Error 
0.44 0.33 0.20 0.28 0.14 
Table 4.10 – C1 
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ANOVA table for Usage/cost aspect and Turnover 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 22.03 3 7.34 0.76 0.52 
Within Groups 4805.11 496 9.69   
Total 4827.14 499    
Table 4.10 – C2 
As such the collected value of ‘F’ is 0.76 is lower than the table 
value of 2.62 at 5 percent level of significance. So the hypothesis is 
remaining stands. It means that there is no significant difference between 
mean score of usage/cost aspect and turnover of E-commerce industries. 
The total mean score of industries having turnover of below 25 lacs, 26-
50 lacs, up to 1 crore and more than 25 crore are 14.91, 14.41, 14.21, 
14.29 respectively. This leads one conclude that the industries having 
turnover of below 25 lacs had the highest usage/cost of E-commerce as 
compared having turnover of 26-50 lacs, up to 1 crore and more than 25 
crore. 
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4. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of geographical area for E-
commerce industries. 
Null hypothesis (H0) = µU = µG 
Alternative hypothesis (Ha) = µU ≠ µG 
Table of Usage/cost aspect and Geographical Area 
 
Usage/cost Aspect Category Geographical Area 
0 - 8 8 – 16 16- 24 
Total 
East Gujarat 1 61 31 93 
Central Gujarat 5 134 124 263 
South Gujarat - 11 18 29 
West Gujarat - 28 44 72 
North Gujarat - 38 5 43 
Total 6 272 222 500 
Table 4.10 - D 
Table of Usage/cost aspect and Geographical Area Descriptive 
 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 13.87 14.37 15.62 15.57 12.35 14.35 
Standard 
Deviation 
3.09 3.28 2.38 2.42 2.27 3.11 
Standard 
Error 
0.32 0.20 0.44 0.29 0.35 0.14 
Table 4.10 – D1 
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ANOVA table for Usage/cost aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 347.48 4 86.87 9.60 0.00 
Within Groups 4479.66 495 9.05   
Total 4827.14 499    
Table 4.10 – D2 
As per the table 4.10-D2, the calculated value of ‘F’ is 9.60 which 
more than value of 2.39 at 5 percent level of significance. Hence the null 
hypothesis stands rejected. It means that there is significant difference in 
the mean scores of usage/cost aspect and geographical area of business 
for E-commerce industries. The total mean scores of usage/cost aspect for 
East Gujarat, Central Gujarat, South Gujarat, West Gujarat, and North 
Gujarat are 13.87, 14.37, 15.62, 15.57, and 12.35 respectively. This leads 
one conclude that South Gujarat had the highest scores of usage/cost 
aspect as compared to East Gujarat, Central Gujarat, West Gujarat, and 
North Gujarat. This would imply that excessively among different 
geographical area of Gujarat state, South Gujarat is less satisfied. 
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5. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µU = µQ 
Alternative hypothesis (Ha) = µU ≠ µQ 
Table of Usage/cost aspect and Qualification of E-commerce Users 
 
Usage/cost Aspect Category Qualification of E-commerce 
users 0 – 8 8 – 16 16- 24 
Total 
Under Graduate - 3 3 6 
Graduate - 72 69 141 
Post Graduate 5 157 107 269 
Professional Degree - 39 42 81 
Other 1 1 1 3 
Total 6 272 222 500 
Table 4.10 - E 
Table of Usage/cost aspect and Qualification of E-commerce Users 
Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 15.67 14.55 14.06 14.94 12.00 14.35 
Standard 
Deviation 
2.16 3.03 3.17 2.91 5.57 3.11 
Standard 
Error 
0.88 0.26 0.19 0.32 3.22 0.14 
Table 4.10 – E1 
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ANOVA table for Usage/cost aspect and Qualification of  
E-commerce Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 84.10 4 21.03 2.19 0.07 
Within Groups 4743.04 495 9.58   
Total 4827.14 499    
Table 4.10 – E2 
As per the table 4.10 – E2 the calculated value of ‘F’ is 2.19, which 
is lower than table value of 2.39 of 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in mean scores of usage/cost aspect and qualification of E-
commerce users in E-commerce industries. The total mean score of under 
graduate, graduate, post graduate; professional degree holders and other 
E-commerce users are 15.67,14.55, 14.06, 14.94 and 12.00 respectively. 
This leads one conclude that the under graduate E-commerce users had 
the highest score of usage/cost aspect for E-commerce. As compared to 
graduate, post graduate, professional degree holders and other degree 
holders. This would imply that under graduate E-commerce users are not 
important for usage/cost aspect of E-commerce. 
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6. There is significant difference between mean scores point of 
usage/cost aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µU = µI 
Alternative hypothesis (Ha) = µU ≠ µI 
Table of Usage/cost aspect and Level of IT Implementation with 
Customer and Supplier in E-commerce Industries 
Usage/cost Aspect 
Category 
Level of IT implementation 
with customer and supplier 
0 - 8 8 – 16 16- 24 
Total 
Low - 2 7 9 
Medium 3 128 103 234 
High 3 142 112 257 
Total 6 272 222 500 
Table 4.10 - F 
Table of Usage/cost aspect and IT Implementation with Customer 
and Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with 
Customer and Supplier in E-
commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 16.56 14.13 14.46 14.35 
Standard Deviation 1.59 3.12 3.11 3.11 
Standard Error 0.53 0.20 0.19 0.14 
Table 4.10 – F1 
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ANOVA table for Usage/cost aspect and Level of IT 
Implementation with Customer and Supplier in E-commerce 
Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 58.13 2 29.06 3.03 0.49 
Within Groups 4769.01 497 9.60   
Total 4827.14 499    
Table 4.10 – F2 
Table 4.10 - F2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean score of usage/cost aspect 
and level of IT (Information Technology) implementation with customer 
and supplier in E-commerce industries. The average scores of usage/cost 
aspect for having IT implementation with customer and supplier at low 
level, medium level and high level are 16.56, 14.13, and 14.46 
respectively. Calculated value of ‘F’ test is 3.03 which is higher than 
table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. This means that there is difference between 
the average score of usage/cost aspect and level of IT (Information 
Technology) implementation with customer and supplier in E-commerce 
industries is substantial or important. 
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7. There is significant difference between mean scores point of 
usage/cost aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µU = µT 
Alternative hypothesis (Ha) = µU ≠ µT 
Table of Usage/cost aspect and Transaction Cost of E-commerce 
Industries 
Usage/cost Aspect Category Transaction Cost 
0 - 8 8 – 16 16- 24 
Total 
Below 25 lacs 5 227 172 404 
26 – 50 lacs 1 44 45 90 
Up to 1 crore - 1 5 6 
Total 6 272 222 500 
Table 4.10 - G 
Table of Usage/cost aspect and Transaction Cost of E-commerce 
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 14.19 14.82 17.50 14.35 
Standard Deviation 3.10 3.11 1.38 3.11 
Standard Error 0.15 0.33 0.56 0.14 
Table 4.10 – G1 
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ANOVA table for Usage/cost aspect and Transaction Cost of  
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 89.55 2 44.77 4.70 0.01 
Within Groups 4734.60 497 9.53   
Total 4827.15 499    
Table 4.10 – G2 
As per the table 4.10-G2 the calculated value of ‘F’ is 4.70, which 
is more than the table value of 3.01 at 5 percent level of significance. 
Thus the null hypothesis remains stands rejected. It means that there is 
significant difference between mean scores of usage/cost aspect and 
transaction cost of business for E-commerce industries. The total mean 
score of usage/cost aspect for having transaction cost below 25 lacs, 26 – 
50 lacs and up to 1 crore are 14.19, 14.85, 17.50 respectively. This leads 
one conclude that industries having transaction cost up to 1 crore had the 
highest scores of usage/cost aspect as compared to industries having 
transaction cost below 25 lacs and 26 – 50 lacs. This would imply that 
among different industries having different transaction cost this type of 
industries are less satisfied with the use of E-commerce. 
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8. There is no significant difference between mean scores point of 
usage/cost aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µU = µL 
Alternative hypothesis (Ha) = µU ≠ µL 
Table of Usage/cost aspect and Level of Business 
 
Usage/cost Aspect Category Level of Business 
0 - 8 8 – 16 16- 24 
Total 
Local Level - 3 4 7 
District Level - 3 7 10 
State Level 1 77 50 128 
National Level  2 99 75 176 
International Level 3 90 86 179 
Total 6 272 222 500 
Table 4.10 - H 
Table of Usage/cost aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 14.86 15.60 13.89 14.28 14.65 14.35 
Standard 
Deviation 
2.73 2.95 3.25 3.00 3.11 3.11 
Standard 
Error 
1.03 093 0.29 0.23 0.23 0.14 
Table 4.10 – H1 
 
 
 167
ANOVA table for Usage/cost aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 61.23 4 15.31 1.59 0.18 
Within Groups 4765.91 495 9.63   
Total 4827.14 499    
Table 4.10 – H2 
As such the collected value of ‘F’ is 1.59 is lower than the table 
value of 2.39 at 5 percent level of significance. So the hypothesis remains 
stands. It means that there is no significant difference between mean 
score of usage/cost aspect and level of business in E-commerce 
industries. The total mean score of industries at local level, district level, 
state level, national level and international level are 14.86, 15.60, 13.89, 
14.28 and 14.65 respectively. This leads one to conclude that E-
commerce business at district level had the highest usage/cost of E-
commerce as compared having E-commerce business at local level, state 
level, national level and international level. This would imply that level 
of business and usage/cost aspect in E-commerce is not substantial or not 
important. 
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9. There is significant difference between mean scores point of 
usage/cost aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µU = µK 
Alternative hypothesis (Ha) = µU ≠ µK 
Table of Usage/cost aspect and Kind of IT Usage in E-commerce 
Industries 
Usage/cost Aspect Category Kind of IT Usage in E-
commerce Industries 0 - 8 8 – 16 16- 24 
Total 
Accounting 3 195 195 393 
Human Resource Management 1 9 1 11 
For Production 1 49 18 68 
For Sale 1 14 8 23 
For Purchase - 1 - 1 
For Finance - 1 - 1 
For Marketing - 2 - 2 
Other  - 1 - 1 
Total 6 272 222 500 
Table 4.10 - I 
Table of Usage/cost aspect and Kind of IT Usage in E-commerce 
Industries Descriptive 
Kind of IT usage N Mean Standard 
Deviation 
Standard 
Error 
Accounting 393 14.67 3.04 0.15 
Human Resource Management 11 11.00 2.93 0.88 
For Production 68 13.32 3.05 0.37 
For Sale 23 13.83 3.17 0.66 
For Purchase 1 13.00 - - 
For Finance 1 15.00 - - 
For Marketing 2 12.00 2.83 2.00 
Other  1 11.00 - - 
Total 500 14.35 3.11 0.14 
Table 4.10 – I1 
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ANOVA table for Usage/cost aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 265.96 7 37.99 4.10 0.00 
Within Groups 4561.18 492 9.27   
Total 4827.14 499    
Table 4.10 – I2 
As per table 4.10–I2 the value of ‘F’ is 4.10, which is more than 
the table value of 2.03 at 5 percent level of significance for usage/cost 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands rejected. It means that there is significant 
difference between mean score of usage/cost aspect and different kind of 
IT usage in E-commerce industries. The average score of usage/cost 
aspect and different kind of IT usage for accounting, human resource 
management, production, sale, purchase, finance, marketing and other are 
14.67, 11.00, 13.32, 13.83, 13.00, 15.00, 12.00 and 11.00 respectively. 
The total mean score of usage/cost aspect and IT usage for finance is the 
highest among different IT usage with usage/cost aspect. This means that 
usage/cost aspect and IT usage is substantial or important in E-commerce 
industries. 
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10. There is significant difference between mean scores point of 
usage/cost aspect and mean scores point of business model used by 
E-commerce industries. 
Null hypothesis (H0) = µU = µM 
Alternative hypothesis (Ha) = µU ≠ µM 
Table of Usage/cost aspect and Business Model used in  
E-commerce Industries 
Usage/cost Aspect 
Category 
Business Model 
0 - 8 8 - 16 16- 24 
Total 
B2B (Business-to-Business) 3 47 40 90 
B2C (Business-to-Consumer) 3 191 142 336 
C2C (Consumer -to- Consumer) - 32 40 72 
Other - 2 - 2 
Total 6 272 222 500 
Table 4.10 - J 
Table of Usage/cost aspect and Business Model used by  
E-commerce Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 14.24 14.17 15.31 14.50 14.35 
Standard Deviation 3.40 3.11 2.62 0.71 3.11 
Standard Error 0.36 0.17 0.31 0.50 0.14 
Table 4.10 – J1 
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ANOVA table for Usage/cost aspect and Business Model used by 
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 78.08 3 26.03 2.72 0.04 
Within Groups 4749.07 496 9.58   
Total 4827.15 499    
Table 4.10 – J2 
As per the table 4.10 - J2 the calculate value of ‘F’ is 2.72, which is 
more than the table value of 2.62 at 5 percent level of significance. Thus 
the null hypothesis remains stands rejected. It means that there is 
significant difference between the mean score of usage/cost aspect and 
mean score of business model used by E-commerce industries. The total 
mean scores of usage/cost aspect and usage of business model like B2B 
(Business-to-Business), B2C (Business-to-Consumer), C2C (Consumer-
to-Consumer) and other model are 14.24, 14.17, 15.31 and 14.50 
respectively. This leads one conclude that the industries using C2C 
(Consumer-to-Consumer) business model had the highest score of 
usage/cost of E-commerce as compared to usage of B2B (Business-to-
Business), B2C (Business-to-Consumer) and other model. It means that 
business model and usage/cost aspect is substantial or important in E-
commerce industries. 
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11. There is no significant difference between mean scores point of 
Marketing aspect and mean scores point of type of industries in E-
commerce. 
Null hypothesis (H0) = µM = µI 
Alternative hypothesis (Ha) = µU ≠ µI 
Table of Marketing aspect and Industry type 
Industry type Marketing Aspect category 
0-8 8-16 16-24 24-32 
Total 
Service sector 2 52 58 2 114 
Manufacturing sector 13 189 181 3 386 
Total 15 241 239 5 500 
Table 4.10 - K 
Table of t-Test for Marketing aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 14.97 15.12 15.05 
Standard 
Deviation 
4.53 4.33 4.43 
Standard Error  0.42 0.22 0.32 
Table 4.10 – K1 
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Independent Samples Test for Marketing aspect and type of 
Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Marketing Aspect 
Score 
F Sig. t Df Sig. 
(2- tailed) 
Mean 
Differe
nce 
Standard 
Error 
Difference 
Equal variances 
assumed 
2.55 0.11 0.31 498 0.76 0.14 0.47 
Equal variances not 
assumed 
  0.30 178.45 0.77 0.14 0.48 
Table 4.10 – K2 
Table 4.10-K2 reveals, that the level of perspective of E-commerce 
for selected samples. By applying ‘t’ test, measure the significance of the 
differences between mean scores of marketing aspect and industry type. 
The average score of marketing aspect for service industries is 14.97. The 
average score of marketing aspect for manufacturing industries is 15.12. 
Standard deviation for service sector is 4.53. Standard deviation for 
manufacturing sector is 4.33. Calculated value of ‘t’ test is 0.31 for 
service sector and 0.30 is for manufacturing sector. Which is lower than 
the table value of 1.97 for service sector and manufacturing sector at 5 
percent level of significance for 2-tailed t-test. As such this hypothesis 
stands remains means that the difference between the average score of 
marketing aspect and type of industry is not substantial or not important. 
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12. There is no significant difference between mean scores point of 
marketing aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µM = µE 
Alternative hypothesis (Ha) = µM ≠ µE 
Table of Marketing aspect and Expenditure of IT 
 
Expenditure of IT Marketing 
Aspect 
Category 
Below 25 
lacs 
26 – 50 lacs Up to 1 
crore 
More than 
25 crores 
Total 
0 – 8 6 7 2 - 15 
8 – 16 128 90 21 2 241 
16 – 24 129 82 26 2 239 
24 – 32 2 1 1 1 5 
Total 265 180 50 5 500 
Table 4.10 - L 
Table of Marketing aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 lacs Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean 15.09 14.86 15.58 17.80 15.08 
Standard 
Deviation 
4.26 4.45 4.57 5.72 4.37 
Standard 
Error 
026 0.33 0.65 2.56 0.20 
Table 4.10 – L1 
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ANOVA table for Usage/cost aspect and Expenditure of IT 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 58.61 3 19.54 1.02 0.383 
Within Groups 9485.87 496 19.13   
Total 9544.48 499    
Table 4.10 – L2 
As per the table 4.10 – L2 the calculated value of F is 1.02, which 
is less than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significant 
difference between the mean scores of marketing aspect and mean scores 
of expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 15.09, 14.86, 15.58, 17.80 
respectively. This leads one conclude that the industries having 
expenditure of more than 25 crores had the highest score of marketing 
aspect of E-commerce as compared to having expenditure of IT 
(Information Technology) below 25 lacs, 26-50 lacs, up to 1 crore, more 
than 25 crores. 
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13. There is significant difference between mean scores point of 
marketing aspect and mean scores point of turnover of E-
commerce. 
Null hypothesis (H0) = µM = µT 
Alternative hypothesis (Ha) = µM ≠ µT 
Table of Marketing aspect and Turnover 
 
Turnover Marketing 
Aspect Below 25 
lacs 
26 – 50 lacs Up to 1 
crore 
More than 
25 crores 
Total 
0 – 8 - 2 9 4 15 
8 – 16 16 41 120 64 241 
16 – 24 38 38 89 74 239 
24 – 32 1 1 1 2 5 
Total 55 82 219 144 500 
Table 4.10 - M 
Table of Marketing aspect and Turnover Descriptive 
 
Turnover Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 
1 crore 
More than 
25 crores 
Total 
N 55 82 219 144 500 
Mean 16.96 14.98 14.38 15.50 15.08 
Standard 
Deviation 
3.66 4.51 4.36 4.35 4.37 
Standard 
Error 
0.49 0.50 0.29 0.36 0.20 
Table 4.10 – M1 
 177
ANOVA table for Marketing aspect and Turnover 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 329.05 3 109.68 5.90 0.00 
Within Groups 9215.42 496 18.58   
Total 9544.47 499    
Table 4.10 – M2 
As such the collected value of ‘F’ is 5.90, which is more than the 
table value of 2.62 at 5 percent level of significance. So the null 
hypothesis is remaining stands rejected. It means that there is significant 
difference between mean score of marketing aspect and turnover of E-
commerce industries. The total mean scores of industries having turnover 
of below 25 lacs, 26-50 lacs, up to 1 crore and more than 25 crores are 
16.96, 14.98, 14.38, 15.50 respectively. This leads one conclude that the 
industries having turnover of below 25 lacs had the highest mean score as 
compared having turnover of 26-50 lacs, up to 1 crore and more than 25 
crores. This would imply that marketing aspect and turnover for E-
commerce is substantial or important in E-commerce industries. 
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14. There is significant difference between mean scores point of 
marketing aspect and mean scores point of geographical area for E-
commerce industries. 
Null hypothesis (H0) = µM = µG 
Alternative hypothesis (Ha) = µM ≠ µG 
Table of Marketing aspect and Geographical Area 
 
Marketing Aspect Category Geographical Area 
0 - 8 8 - 16 16 - 24 24- 32 
Total 
East Gujarat 6 62 25 - 93 
Central Gujarat 7 121 130 5 263 
South Gujarat 1 12 16 - 29 
West Gujarat 1 21 50 - 72 
North Gujarat - 25 18 - 43 
Total 15 241 239 5 500 
Table 4.10 - N 
Table of Marketing aspect and Geographical Area Descriptive 
 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 13.42 15.38 16.03 16.85 13.28 15.08 
Standard 
Deviation 
4.60 4.39 4.03 3.10 4.18 4.37 
Standard 
Error 
0.48 0.27 0.75 0.37 0.64 0.20 
Table 4.10 – N1 
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ANOVA table for Marketing aspect and Geographical Area of 
Business 
 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 670.91 4 167.73 9.36 0.00 
Within Groups 8873.56 495 17.93   
Total 9544.47 499    
Table 4.10 – N2 
As per the table 4.10 – N2, the calculated value of ‘F’ is 9.36 
which more than value of 2.39 at 5 percent level of significance. Hence 
the null hypothesis stands rejected. It means that there is significance 
difference in the mean scores of marketing aspect and geographical area 
of business for E-commerce industries. The total mean scores of 
marketing aspect for East Gujarat, Central Gujarat, South Gujarat, West 
Gujarat, and North Gujarat are 13.42, 15.38, 16.03, 16.85, and 13.28 
respectively. This leads one conclude that West Gujarat had the highest 
scores of marketing aspect as compared to East Gujarat, Central Gujarat, 
South Gujarat, and North Gujarat. This would imply that excessively 
among different geographical area of Gujarat state, East Gujarat is less 
satisfied. 
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15. There is no significant difference between mean scores point of 
marketing aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µM = µQ 
Alternative hypothesis (Ha) = µM ≠ µQ 
Table of Marketing aspect and Qualification of E-commerce Users 
 
Marketing Aspect Category Qualification of E-
commerce users 0 – 8 8 -16  16 - 24  24 - 32 
Total 
Under Graduate - 1 5 - 6 
Graduate 1 61 78 1 141 
Post Graduate 9 142 114 4 269 
Professional 
Degree 
5 36 40 - 81 
Other - 1 2 - 3 
Total 15 241 239 5 500 
Table 4.10 - O 
Table of Marketing aspect and Qualification of E-commerce Users 
Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 17.17 15.67 14.79 14.78 18.33 15.08 
Standard 
Deviation 
1.72 3.78 4.36 5.30 4.73 4.37 
Standard 
Error 
0.70 0.32 0.27 0.59 2.73 0.20 
Table 4.10 – O1 
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ANOVA table for Marketing aspect and Qualification of  
E-commerce Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 136.72 4 34.18 1.80 0.13 
Within Groups 9407.76 495 19.01   
Total 9544.48 499    
Table 4.10 – O2 
As per the table 4.10 – O2 the calculated value of ‘F’ is 1.80, 
which is lower than table value of 2.39 of 5 percent level of significance. 
Hence the null hypothesis is accepted. It means that there is no 
significance difference in mean scores of marketing aspect and 
qualification of E-commerce users in E-commerce industries. The total 
mean scores of under graduate, graduate, post graduate; professional 
degree holders and other E-commerce users are 17.17, 15.67, 14.79, 
14.78 and 18.33 respectively. This leads one conclude that the other 
degree holder of E-commerce users had the highest score of marketing 
aspect for E-commerce as compared to under graduate, graduate, post 
graduate and professional degree holders. This would imply that 
qualification of E-commerce users and marketing aspect is not important 
for E-commerce industries. 
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16. There is significant difference between mean scores point of 
marketing aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µM = µI 
Alternative hypothesis (Ha) = µM ≠ µI 
Table of Marketing aspect and Level of IT Implementation with 
Customer and Supplier in E-commerce Industries 
Marketing Aspect Category Level of IT implementation 
with customer and supplier 0 - 8 8 - 16 16 - 24 24 - 32 
Total 
Low - 1 7 1 9 
Medium 7 121 104 2 234 
High 8 119 128 2 257 
Total 15 241 239 5 500 
Table 4.10 - P 
Table of Marketing aspect and IT Implementation with Customer 
and Supplier in E-commerce Industries Descriptive 
Level of IT Implementation 
with Customer and Supplier 
in E-commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 18.56 14.71 15.30 15.08 
Standard Deviation 3.05 4.40 4.34 4.37 
Standard Error 1.02 0.29 0.27 0.20 
Table 4.10 – P1 
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ANOVA table for Marketing aspect and Level of IT 
Implementation with Customer and Supplier in E-commerce 
Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 152.50 2 76.25 4.04 0.18 
Within Groups 9391.97 497 18.90   
Total 9544.47 499    
Table 4.10 – P2 
Table 4.10 - P2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean score of marketing aspect 
and level of IT (Information Technology) implementation with customer 
and supplier in E-commerce industries. The average scores of marketing 
aspect for having IT implementation with customer and supplier at low 
level, medium level and high level are 18.56, 14.71 and 15.30 
respectively. Calculated value of ‘F’ test is 4.04 which is higher than 
table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. This means that there is difference between 
the average score of marketing aspect and level of implementation of IT 
with customer and supplier in E-commerce industries is substantial or 
important. 
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17. There is significant difference between mean scores point of 
marketing aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µM = µT 
Alternative hypothesis (Ha) = µM ≠ µT 
Table of Marketing and Transaction Cost of E-commerce 
Industries 
Marketing Aspect Category Transaction Cost 
0 - 8 8 - 16 16 - 24 24 - 32 
Total 
Below 25 lacs 12 211 176 5 404 
26 – 50 lacs 3 30 57 - 90 
Up to 1 crore - - 6 - 6 
Total 15 241 239 5 500 
Table 4.10 - Q 
Table of Marketing aspect and Transaction Cost of E-commerce  
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 14.82 16.12 17.17 15.08 
Standard Deviation 4.41 4.17 0.75 4.37 
Standard Error 0.22 0.44 0.31 0.20 
Table 4.10 – Q1 
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ANOVA table for Marketing aspect and Transaction Cost of E-
commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 150.82 2 75.41 3.99 0.02 
Within Groups 9393.66 497 18.90   
Total 9544.48 499    
Table 4.10 – Q2 
As per the table 4.10 - Q2 the calculated value of ‘F’ is 3.99, which 
is more than the table value of 3.01 at 5 percent level of significance. 
Thus the null hypothesis remains stands rejected. It means that there is 
significant difference between mean scores of marketing aspect and 
transaction cost of business for E-commerce industries. The total mean 
scores of marketing aspect for having transaction cost below 25 lacs, 26 – 
50 lacs and up to 1 crore are 14.82, 16.12 and 17.17 respectively. This 
leads one conclude that industries having transaction cost up to 1 crore 
had the highest scores of marketing aspect as compared to industries 
having transaction cost below 25 lacs and 26 – 50 lacs. This would imply 
that among different industries having different transaction cost this type 
of industries are less satisfied with the use of E-commerce. 
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18. There is significant difference between mean scores point of 
marketing aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µM = µL 
Alternative hypothesis (Ha) = µM ≠ µL 
Table of Marketing aspect and Level of Business 
 
Usage/cost Aspect Category Level of Business 
0 - 8 8 - 16 16 - 24 24 - 32 
Total 
Local Level - - 7 - 7 
District Level - 3 7 - 10 
State Level 5 62 61 - 128 
National Level  4 96 73 3 176 
International Level 6 80 91 2 179 
Total 15 241 239 5 500 
Table 4.10 - R 
Table of Marketing aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 18.29 17.00 14.52 14.78 15.56 15.08 
Standard 
Deviation 
0.95 3.02 4.76 4.16 4.34 4.37 
Standard 
Error 
0.36 0.96 0.42 0.31 0.32 0.20 
Table 4.10 – R1 
 
 
 187
ANOVA table for Marketing aspect and level of Business  
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 206.58 4 51.65 2.74 0.28 
Within Groups 9337.89 495 18.86   
Total 9544.47 499    
Table 4.10 – R2 
As such the collected value of ‘F’ is 2.74 is more than the table 
value of 2.39 at 5 percent level of significance. So the null hypothesis 
remains stands rejected. It means that there is significant difference 
between mean scores of Marketing aspect and level of business in E-
commerce industries. The total mean scores of industries at local level, 
district level, state level, national level and international level are 18.29, 
17.00, 14.52, 14.78 and 15.56 respectively. This leads one conclude that 
E-commerce business at local level had the highest marketing of E-
commerce as compared having E-commerce business at district level, 
state level, national level and international level. This would imply that 
level of business and marketing aspect for E-commerce is substantial or 
important in E-commerce industries. 
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19. There is significant difference between mean scores point of 
marketing aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µM = µK 
Alternative hypothesis (Ha) = µM ≠ µK 
Table of Marketing Aspect and Kind of IT Usage in E-commerce  
Industries 
Marketing Aspect Category Kind of IT Usage in E-
commerce Industries 0 - 8 8 - 16 16 - 24 24 - 32 
Total 
Accounting 10 178 201 4 393 
Human Resource Management - 7 4 - 11 
For Production 5 39 23 1 68 
For Sale - 13 10 - 23 
For Purchase - 1 - - 1 
For Finance - 1 - - 1 
For Marketing - 1 1 - 2 
Other  - 1 - - 1 
Total 15 241 239 5 500 
Table 4.10 - S 
Table of Marketing aspect and Kind of IT Usage in E-commerce  
Industries Descriptive 
Kind of It usage N Mean Standard 
Deviation 
Standard Error 
Accounting 393 15.41 4.29 0.22 
Human Resource Management 11 14.55 3.50 1.06 
For Production 68 13.26 5.05 0.61 
For Sale 23 15.22 3.22 0.67 
For Purchase 1 14.00 - - 
For Finance 1 15.00 - - 
For Marketing 2 15.00 2.83 2.00 
Other  1 14.00 - - 
Total 500 15.08 4.37 0.20 
Table 4.10 – S1 
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ANOVA table for Marketing aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 273.38 7 39.05 2.07 0.05 
Within Groups 9271.10 492 18.84   
Total 9544.48 499    
Table 4.10 – S2 
As per table 4.10 – S2 the value of ‘F’ is 2.07, which is more than 
the table value of 2.03 at 5 percent level of significance for marketing 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands rejected. It means that there is significant 
difference between mean scores of marketing aspect and different kind of 
IT usage in E-commerce industries. The average scores of marketing 
aspect and different kind of IT usage for accounting, human resource 
management, production, sale, purchase, finance, marketing and other are 
15.41, 14.55, 13.26, 15.22, 14.00, 15.00, 15.00 and 14.00 respectively. 
The total mean score of marketing aspect and IT usage for accounting is 
the highest among different IT usage with marketing aspect. This means 
that marketing aspect and IT usage is substantial or important in E-
commerce industries. 
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20. There is no significant difference between mean scores point of 
marketing aspect and mean scores point of business model used by 
E-commerce industries. 
Null hypothesis (H0) = µM = µM 
Alternative hypothesis (Ha) = µM ≠ µM 
Table of Marketing aspect and Business Model used in E-
commerce Industries 
Marketing Aspect Category Business Model 
0 - 8 8 - 16 16 - 24 24 - 32 
Total 
B2B (Business-to-
Business) 
4 43 42 1 90 
B2C (Business-to-
Consumer) 
9 170 154 3 336 
C2C (Consumer -to- 
Consumer) 
2 28 41 1 72 
Other - - 2 - 2 
Total 15 241 239 5 500 
Table 4.10 - T 
Table of Marketing aspect and Business Model used by  
E-commerce Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 15.04 14.88 15.96 19.00 15.08 
Standard Deviation 4.62 4.39 3.92 2.83 4.37 
Standard Error 0.49 0.24 0.46 2.00 0.20 
Table 4.10 – T1 
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ANOVA table for Marketing aspect and Business Model used by 
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 99.30 3 33.10 1.74 0.16 
Within Groups 9445.17 496 19.04   
Total 9544.47 499    
Table 4.10 – T2 
As per the table 4.10 - T2 the calculate value of ‘F’ is 1.74, which 
is lower than the table value of 2.62 at 5 percent level of significance. 
Thus the null hypothesis remains stands. It means that there is no 
significant difference between the mean scores of marketing aspect and 
mean scores of business model used by E-commerce industries. The total 
mean scores of marketing aspect and usage of business model like B2B 
(Business-to-Business), B2C (Business-to-Consumer), C2C (Consumer-
to-Consumer) and other model are 15.04, 14.88, 15.96 and 19.00 
respectively. This leads one conclude that the industries using other 
business model had the highest score of marketing aspect of E-commerce 
as compared to usage of B2B (Business-to-Business), B2C (Business-to-
Consumer) and C2C (Consumer-to-Consumer) model. This would imply 
that marketing aspect and usage of business model for E-commerce is not 
substantial or not important in E-commerce industries. 
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21. There is no significant difference between mean scores point of 
HRM (Human Resource Management aspect and mean scores 
point of type of industries in E-commerce. 
Null hypothesis (H0) = µH = µE 
Alternative hypothesis (Ha) = µH ≠ µE 
Table of HRM (Human Resource Management) aspect and 
Industry type 
Industry type HRM Aspect Category 
0-9 9-18 18-27 
Total 
Service sector 3 83 28 114 
Service sector 8 274 104 386 
Total 11 357 132 500 
Table 4.10 - U 
Table of t-Test for HRM aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 14.16 14.69 14.43 
Standard 
Deviation 
3.57 3.75 3.66 
Standard Error  0.33 0.19 0.26 
Table 4.10 – U1 
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Independent Samples Test for HRM aspect and type of Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means HRM Aspect Score 
F Sig. t Df Sig. 
(2- tailed) 
Mean 
Differe
nce 
Standard 
Error 
Difference 
Equal variances 
assumed 
0.36 0.55 1.36 498 0.18 0.54 0.40 
Equal variances not 
assumed 
  1.39 192.94 0.17 0.54 0.39 
Table 4.10 – U2 
Table 4.10 - U2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of HRM (Human 
Resource Management) aspect and industry type. The average score of 
HRM aspect for service industries is 14.16. The average score of HRM 
aspect for manufacturing industries is 14.69. Standard deviation for 
service sector is 3.57. Standard deviation for manufacturing sector is 
3.75. Calculated value of ‘t’ test is 1.36 when equal variances assumed 
and 1.39 is when equal variance is not assumed. Both are lower than the 
table value of 1.97 for service sector and manufacturing sector at 5 
percent level of significance for 2-tailed t-test. As such this hypothesis 
stands remains means that the difference between the average scores of 
HRM aspect and type of industry is not substantial or not important. 
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22. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µH = µE 
Alternative hypothesis (Ha) = µH ≠ µE 
Table of HRM aspect and Expenditure of IT 
 
Expenditure of IT HRM 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 25 
crores 
Total 
0 – 9 7 4 - - 11 
9 – 18 187 132 33 5 357 
18 – 27 71 44 17 - 132 
Total 265 180 50 5 500 
Table 4.10 - V 
Table of HRM aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean 14.58 14.29 15.52 14.80 14.57 
Standard 
Deviation 
3.63 3.91 3.52 1.10 3.71 
Standard 
Error 
0.22 0.29 0.50 0.49 0.17 
Table 4.10 – V1 
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ANOVA table for HRM aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 59.07 3 19.69 1.43 0.23 
Within Groups 6825.34 496 13.76   
Total 6884.41 499    
Table 4.10 – V2 
As per the table 4.10 – V2 the calculated value of F is 1.43, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of HRM aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 14.58, 14.29, 15.52, 14.80 
respectively. This leads one conclude that the industries having 
expenditure of up to 1 crore had the highest score of HRM of E-
commerce as compared to having expenditure of IT (Information 
Technology) below 25 lacs, 26-50 lacs, more than 25 crores. This would 
imply that HRM aspect and expenditure of IT for E-commerce is not 
substantial or not important in E-commerce industries. 
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23. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of turnover of E-commerce. 
Null hypothesis (H0) = µH = µT 
Alternative hypothesis (Ha) = µH ≠ µT 
Table of HRM aspect and Turnover 
Turnover HRM 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 2 2 5 2 11 
9 – 18 32 57 170 98 357 
18 – 27 21 23 44 44 132 
Total 55 82 219 144 500 
Table 4.10 - W 
Table of HRM aspect and Turnover Descriptive 
Turnover Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 55 82 219 144 500 
Mean 15.15 14.49 14.20 14.97 14.57 
Standard 
Deviation 
3.92 3.82 3.45 3.93 3.71 
Standard 
Error 
0.53 0.42 0.23 0.33 0.17 
Table 4.10 – W1 
 
 197
ANOVA table for HRM aspect and Turnover 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 71.10 3 23.70 1.73 0.16 
Within Groups 6813.31 496 13.74   
Total 6884.41 499    
Table 4.10 – W2 
As such the collected value of ‘F’ is 1.73, which is lower than the 
table value of 2.62 at 5 percent level of significance. So the hypothesis is 
remaining stands. It means that there is no significant difference between 
mean scores of HRM aspect and turnover of E-commerce industries. The 
total mean scores of industries having turnover of below 25 lacs, 26-50 
lacs, up to 1 crore and more than 25 crores are 15.15, 14.49, 14.20, 14.97 
respectively. This leads one conclude that the industries having turnover 
of below 25 lacs had the highest HRM of E-commerce as compared 
having turnover of 26-50 lacs, up to 1 crore and more than 25 crores. This 
would imply that HRM aspect and turnover for E-commerce is not 
substantial or not important in E-commerce industries. 
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24. There is significant difference between mean scores point of HRM 
aspect and mean scores point of geographical area for E-commerce 
industries. 
Null hypothesis (H0) = µH = µG 
Alternative hypothesis (Ha) = µH ≠ µG 
Table of HRM aspect and Geographical Area 
 
HRM Aspect Category Geographical Area 
0 – 9 9 – 18 18- 27 
Total 
East Gujarat 3 82 8 93 
Central Gujarat 6 174 83 263 
South Gujarat - 17 12 29 
West Gujarat 2 44 26 72 
North Gujarat - 40 3 43 
Total 11 357 132 500 
Table 4.10 - X 
Table of HRM aspect and Turnover Descriptive 
 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 13.42 14.81 15.38 15.54 13.44 14.57 
Standard 
Deviation 
3.20 3.78 4.12 3.99 2.76 3.71 
Standard 
Error 
0.33 0.23 0.77 0.47 0.42 0.17 
Table 4.10 – X1 
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ANOVA table for HRM aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 279.96 4 69.99 5.25 0.00 
Within Groups 6604.45 495 13.34   
Total 6884.41 499    
Table 4.10 – X2 
As per the table 4.10 – X2, the calculated value of ‘F’ is 5.25 
which more than value of 2.39 at 5 percent level of significance. Hence 
the null hypothesis stands rejected. It means that there is significance 
difference in the mean scores of HRM aspect and geographical area of 
business for E-commerce industries. The total mean scores of HRM 
aspect for East Gujarat, Central Gujarat, South Gujarat, West Gujarat, and 
North Gujarat are 13.42, 14.81, 15.38, 15.54 and 13.44 respectively. This 
leads one conclude that West Gujarat had the highest scores of HRM 
aspect as compared to East Gujarat, Central Gujarat, South Gujarat, and 
North Gujarat. This would imply that excessively among different 
geographical area of Gujarat state, West Gujarat is less satisfied. 
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25. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of qualification of E-commerce 
users in E-commerce industries. 
Null hypothesis (H0) = µH = µQ 
Alternative hypothesis (Ha) = µH ≠ µQ 
Table of HRM aspect and Qualification of E-commerce Users 
HRM Aspect Category Qualification of E-commerce users 
0 - 9 9 – 18 18- 27 
Total 
Under Graduate - 4 2 6 
Graduate 4 89 48 141 
Post Graduate 6 200 63 269 
Professional Degree 1 62 18 81 
Other - 2 1 3 
Total 11 357 132 500 
Table 4.10 - Y 
Table of HRM aspect and Qualification of E-commerce Users 
Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 15.67 14.97 14.42 14.22 16.33 14.57 
Standard 
Deviation 
3.20 3.96 3.60 3.65 5.03 3.71 
Standard 
Error 
1.31 0.33 0.22 0.41 2.91 0.17 
Table 4.10- Y1 
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ANOVA table for HRM aspect and Qualification of E-commerce 
Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 54.83 4 13.71 0.99 0.41 
Within Groups 6829.57 495 13.80   
Total 6884.40 499    
Table 4.10 – Y2 
As per the table 4.10 – Y2 the calculated value of ‘F’ is 0.99 which 
is lower than table value of 2.39 of 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in mean scores of HRM aspect and qualification of E-
commerce users in E-commerce industries. The total mean scores of 
under graduate, graduate, post graduate; professional degree holders and 
other E-commerce users are 15.67, 14.97, 14.42, 14.22 and 16.33 
respectively. This leads one conclude that the other degree holders of E-
commerce users had the highest score of HRM aspect of E-commerce. As 
compared to under graduate, graduate, post graduate and professional 
degree holders. This would imply that HRM aspect and other degree 
holders for E-commerce is not substantial or not important in E-
commerce industries. 
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26. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of the level of IT (Information 
Technology) implementation with customer and supplier in E-
commerce industries. 
Null hypothesis (H0) = µH = µI 
Alternative hypothesis (Ha) = µH ≠ µI 
Table of HRM aspect and Level of IT Implementation with 
Customer and Supplier in E-commerce Industries 
HRM Aspect Category Level of IT implementation with 
customer and supplier 0 - 9 9 – 18 18- 27 
Total 
Low - 6 3 9 
Medium 6 168 60 234 
High 5 183 69 257 
Total 11 357 132 500 
Table 4.10 - Z 
Table of HRM aspect and IT Implementation with Customer and 
Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with 
Customer and Supplier in E-
commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 14.33 14.40 14.74 14.57 
Standard Deviation 4.03 3.75 3.68 3.71 
Standard Error 1.34 0.25 0.23 0.17 
Table 4.10 – z1 
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ANOVA table for HRM aspect and Level of IT Implementation 
with Customer and Supplier in E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 14.84 2 7.42 0.54 0.59 
Within Groups 6869.57 497 13.82   
Total 3884.41 499    
Table 4.10 – z2 
Table 4.10 - Z2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean score of HRM aspect and 
level of IT (Information Technology) implementation with customer and 
supplier in E-commerce industries. The average scores of HRM aspect 
for having IT implementation with customer and supplier at low level, 
medium level and high level are 14.33, 14.40 and 14.74 respectively. 
Calculated value of ‘F’ test is 0.54, which is lower than table value of 
3.01 of 5 percent level of significance. Hence this hypothesis remains 
stands. This means that there is no difference between the average scores 
of HRM aspect and level of implementation of IT with customer and 
supplier in E-commerce industries is not substantial or not important. 
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27. There is significant difference between mean scores point of HRM 
aspect and mean scores point of transaction cost of E-commerce 
industries. 
Null hypothesis (H0) = µH = µT 
Alternative hypothesis (Ha) = µH ≠ µT 
Table of HRM aspect and Transaction Cost of E-commerce 
Industries 
HRM Aspect Category Transaction Cost 
0 - 9 9 – 18 18- 27 
Total 
Below 25 lacs 10 290 104 404 
26 – 50 lacs 1 65 24 90 
Up to 1 crore - 2 4 6 
Total 11 357 132 500 
Table 4.10 - AA 
Table of HRM aspect and Transaction Cost of E-commerce 
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 14.39 15.14 18.00 14.57 
Standard Deviation 3.73 3.59 1.41 3.71 
Standard Error 0.17 0.38 0.58 0.17 
Table 4.10 – AA1 
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ANOVA table for HRM aspect and Transaction Cost of  
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 112.86 2 56.43 4.14 0.02 
Within Groups 6771.55 497 13.63   
Total 6884.41 499    
Table 4.10 – AA2 
As per the table 4.10-AA2 the calculated value of ‘F’ is 4.14, 
which is more than the table value of 3.01 at 5 percent level of 
significance. Thus the null hypothesis remains stands rejected. It means 
that there is significant difference between mean scores of HRM aspect 
and transaction cost of business for E-commerce industries. The total 
mean scores of HRM aspect for having transaction cost below 25 lacs, 26 
– 50 lacs and up to 1 crore are 14.39, 15.14 and 18.00 respectively. This 
leads one conclude that industries having transaction cost up to 1 crore 
had the highest scores of HRM aspect as compared to industries having 
transaction cost below 25 lacs and 26 – 50 lacs. This would imply that 
among different industries having different transaction cost this type of 
industries are less satisfied with the use of E-commerce. It means HRM 
aspect and transaction cost for E-commerce is substantial or important in 
E-commerce industries. 
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28. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µH = µL 
Alternative hypothesis (Ha) = µH ≠ µL 
Table of HRM aspect and Level of Business 
 
HRM Aspect Category Level of Business 
0 – 9 9 – 18 18- 27 
Total 
Local Level - 6 1 7 
District Level - 7 3 10 
State Level 1 88 39 128 
National Level  6 128 42 176 
International Level 4 128 47 179 
Total 11 357 132 500 
Table 4.10 - AB 
Table of HRM aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 15.00 13.80 14.80 14.22 14.78 14.57 
Standard 
Deviation 
1.83 4.66 3.69 3.68 3.77 3.71 
Standard 
Error 
0.69 1.47 0.33 0.28 0.28 0.17 
Table 4.10 – AB1 
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ANOVA table for HRM aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 44.39 4 11.10 0.80 0.52 
Within Groups 6840.02 495 13.82   
Total 6884.41 499    
Table 4.10 – AB2 
As such the collected value of ‘F’ is 0.80 is lower than the table 
value of 2.39 at 5 percent level of significance. So the hypothesis remains 
stands. It means that there is no significant difference between mean 
scores of HRM aspect and level of business in E-commerce industries. 
The total mean scores of industries at local level, district level, state level, 
national level and international level are 15.00, 1380, 14.80, 14.22 and 
14.78 respectively. This leads one conclude that E-commerce business at 
local level had the highest HRM of E-commerce as compared having E-
commerce business at district level, state level, national level and 
international level. This would imply that level of business and HRM 
aspect for E-commerce is not substantial or not important in E-commerce 
industries. 
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29. There is no significant difference between mean scores point of 
HRM aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µH = µK 
Alternative hypothesis (Ha) = µH ≠ µK 
Table of HRM aspect and Kind of IT Usage in E-commerce 
Industries 
HRM Aspect Category Kind of IT Usage in E-
commerce Industries 0 - 9 9 – 18 18- 27 
Total 
Accounting 8 278 107 393 
Human Resource Management 1 8 2 11 
For Production 2 53 13 68 
For Sale - 16 7 23 
For Purchase - - 1 1 
For Finance - 1 - 1 
For Marketing - 1 1 2 
Other  - - 1 1 
Total 11 357 132 500 
Table 4.10 - AC 
Table of HRM aspect and Kind of IT Usage in E-commerce 
Industries Descriptive 
Kind of It usage N Mean Standard 
Deviation 
Standard 
Error 
Accounting 393 14.65 3.69 0.19 
Human Resource Management 11 13.00 5.71 1.72 
For Production 68 13.81 3.48 0.42 
For Sale 23 15.70 3.38 0.70 
For Purchase 1 19.00 - - 
For Finance 1 17.00 - - 
For Marketing 2 16.50 2.12 1.50 
Other  1 18.00 - - 
Total 500 14.57 3.71 0.17 
Table 4. 9 – AC1 
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ANOVA table for HRM aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 142.69 7 20.38 1.49 0.17 
Within Groups 6741.72 492 13.70   
Total 6884.41 499    
Table 4. 9 – AC2 
As per table 4.10 – AC2 the value of ‘F’ is 1.49, which is lower 
than the table value of 2.03 at 5 percent level of significance for HRM 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands. It means that there is no significant 
differences between mean scores of HRM aspect and different kind of IT 
usage in E-commerce industries. The average scores of HRM aspect and 
different kind of IT usage for accounting, human resource management, 
production, sale, purchase, finance, marketing and other are 14.55, 13.00, 
13.81, 15.70, 19.00, 17.00, 16.50 and 18.00 respectively. The total mean 
score of HRM aspect and IT usage for purchase had the highest mean 
score among different IT usage with HRM aspect. This means that HRM 
aspect and IT usage is not substantial or not important in E-commerce 
industries. 
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30. There is significant difference between mean scores point of HRM 
aspect and mean scores point of business model used by E-
commerce industries. 
Null hypothesis (H0) = µH = µM 
Alternative hypothesis (Ha) = µH ≠ µM 
Table of HRM aspect and Business Model used in E-commerce 
Industries 
HRM Aspect Category Business Model 
0 - 9 9 - 18 18- 27 
Total 
B2B (Business-to-Business) 2 72 16 90 
B2C (Business-to-Consumer) 8 234 94 336 
C2C (Consumer -to- Consumer) 1 51 20 72 
Other - - 2 2 
Total 11 357 132 500 
Table 4.10 - AD 
Table of HRM aspect and Business Model used by E-commerce 
Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 13.73 14.66 15.13 18.00 14.57 
Standard Deviation 3.83 3.70 3.52 0.00 3.71 
Standard Error 0.40 0.20 0.41 0.00 0.17 
Table 4.10 – AD1 
 
 
 
 211
ANOVA table for HRM aspect and Business Model used by  
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 111.29 3 37.10 2.72 0.04 
Within Groups 6773.12 496 13.66   
Total 6884.41 499    
Table 4.10 – AD2 
As per the table 4.10-AD2 the calculate value of ‘F’ is 2.72, which 
is more than the table value of 2.62 at 5 percent level of significance. 
Thus the null hypothesis remains stands rejected. It means that there is 
significant difference between the mean score of HRM aspect and mean 
scores of business model used by E-commerce industries. The total mean 
scores of HRM aspect and usage of business model like B2B (Business-
to-Business), B2C (Business-to-Consumer), C2C (Consumer-to-
Consumer) and other model are 13.73, 14.66, 15.13 and 18.00 
respectively. This leads one conclude that the industries using other 
business model had the highest score of HRM of E-commerce as 
compared to usage of B2B (Business-to-Business), B2C (Business-to-
Consumer) and C2C (Consumer-to-Consumer) model. This would imply 
that HRM aspect and business model for E-commerce is substantial or 
important in E-commerce industries. 
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31. There is significant difference between mean scores point of 
consumer aspect and mean scores point of type of industries in E-
commerce. 
Null hypothesis (H0) = µC = µE 
Alternative hypothesis (Ha) = µC ≠ µE 
Table of Consumer aspect and Industry type 
Industry type Consumer Aspect category 
0-9 9-18 18-27 
Total 
Service sector 4 102 8 114 
Service sector 9 327 50 386 
Total 13 429 58 500 
Table 4.10 - AE 
Table of t-Test for Consumer aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 12.74 13.75 13.25 
Standard 
Deviation 
3.54 3.48 3.51 
Standard Error  0.33 0.18 0.26 
Table 4.10 – AE1 
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Independent Samples Test for Consumer aspect and type of 
Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Consumer Aspect 
Score 
F Sig. t df Sig. 
(2- tailed) 
Mean 
Diffe
rence 
Standard 
Error 
Difference 
Equal variances 
assumed 
0.00 0.95 2.73 498 0.01 1.02 0.37 
Equal variances not 
assumed 
  2.71 182.60 0.01 1.02 0.38 
Table 4.10 – AE2 
Table 4.10 – AE2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of consumer aspect 
and industry type. The average score of consumer aspect for service 
industries is 12.74. The average score of consumer aspect for 
manufacturing industries is 13.75. Standard deviation for service sector is 
3.54. Standard deviation for manufacturing sector is 3.48. Calculated 
value of ‘t’ test is 2.73 when equal variances assumed and 2.71 is when 
equal variance is not assumed. Both are more than the table value of 1.97 
for service sector and manufacturing sector at 5 percent level of 
significance for 2-tailed t-test. As such null hypothesis stands remains 
rejected means that the difference between the average score of consumer 
aspect and type of industry is substantial or important. 
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32. There is no significant difference between mean scores point of 
consumer aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µC = µE 
Alternative hypothesis (Ha) = µC ≠ µE 
Table of Consumer aspect and Expenditure of IT 
 
Expenditure of IT Consumer 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 9 4 - - 13 
9 – 18 223 159 42 5 429 
18 - 27 33 17 8 - 58 
Total 265 180 50 5 500 
Table 4.10 - AF 
Table of Consumer aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean 13.34 13.55 14.44 12.80 13.52 
Standard 
Deviation 
3.64 3.32 3.62 1.92 3.52 
Standard 
Error 
0.22 0.25 0.51 0.86 0.16 
Table 4.10 – AF1 
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ANOVA table for Consumer aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 53.34 3 17.78 1.44 0.23 
Within Groups 6115.43 496 12.33   
Total 6168.77 499    
Table 4.10 – AF2 
As per the table 4.10 – AF2 the calculated value of F is 1.44, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of consumer aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 13.34, 13.55, 14.44 and 
12.80 respectively. This leads one conclude that the industries having 
expenditure of up to 1 crore had the highest score of consumer aspect for 
E-commerce as compared to having expenditure of IT (Information 
Technology) below 25 lacs, 26-50 lacs, more than 25 crores. This would 
imply that consumer aspect and expenditure of IT for E-commerce is not 
substantial or not important in E-commerce industries. 
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33. There is significant difference between mean scores point of 
consumer aspect and mean scores point of turnover of E-
commerce. 
Null hypothesis (H0) = µC = µT 
Alternative hypothesis (Ha) = µC ≠ µT 
Table of Consumer aspect and Turnover 
Turnover Consumer 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 3 5 2 3 13 
9 – 18 48 66 192 123 429 
18 - 27 4 11 25 18 58 
Total 55 82 219 144 500 
Table 4.10 - AG 
Table of Consumer aspect and Turnover Descriptive 
Turnover Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 25 
crores 
Total 
N 55 82 219 144 500 
Mean 12.42 12.99 13.58 14.17 13.52 
Standard 
Deviation 
3.80 3.99 3.16 3.52 3.52 
Standard 
Error 
0.51 0.44 0.21 0.29 0.16 
Table 4.10 – AG1 
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ANOVA table for Consumer aspect and Turnover 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 150.88 3 50.29 4.15 0.01 
Within Groups 6017.88 496 12.13   
Total 6168.76 499    
Table 4.10 – AG2 
As such the collected value of ‘F’ is 4.15 is more than the table 
value of 2.62 at 5 percent level of significance. So the hypothesis is 
remaining stands. It means that there is significant difference between 
mean scores of consumer aspect and turnover of E-commerce industries. 
The total mean scores of industries having turnover of below 25 lacs, 26-
50 lacs, up to 1 crore and more than 25 crores are 12.42, 12.99, 13.58 and 
14.17 respectively. This leads one conclude that the industries having 
turnover of more than 25 crores had the highest score consumer aspect for 
E-commerce as compared having turnover of below 25 lacs, 26-50 lacs 
and up to 1 crore. This would imply that consumer aspect and turnover of 
E-commerce is substantial or important in E-commerce industries. 
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34. There is significant difference between mean scores point of 
consumer aspect and mean scores point of geographical area for E-
commerce industries. 
Null hypothesis (H0) = µC = µG 
Alternative hypothesis (Ha) = µC ≠ µG 
Table of Consumer aspect and Geographical Area 
Consumer Aspect Category Geographical Area 
0 – 9 9 – 18 18- 27 
Total 
East Gujarat 2 79 12 93 
Central Gujarat 9 224 30 263 
South Gujarat - 25 4 29 
West Gujarat 1 61 10 72 
North Gujarat 1 40 2 43 
Total 13 429 58 500 
Table 4.10 - AH 
Table of Consumer aspect and Turnover Descriptive 
 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 13.33 13.49 13.52 14.56 12.42 13.52 
Standard 
Deviation 
3.60 3.48 3.33 3.62 3.19 3.52 
Standard 
Error 
0.37 0.22 0.62 0.43 0.49 0.16 
Table 4.10 – AH1 
 
 219
ANOVA table for Consumer aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 132.90 4 33.23 2.73 0.03 
Within Groups 6035.85 495 12.19   
Total 6168.75 499    
Table 4.10 – AH2 
As per the table 4.10-AH2, the calculated value of ‘F’ is 2.73 
which more than value of 2.39 at 5 percent level of significance. Hence 
the null hypothesis stands rejected. It means that there is significance 
difference in the mean scores of consumer aspect and geographical area 
of business for E-commerce industries. The total mean scores of 
consumer aspect for East Gujarat, Central Gujarat, South Gujarat, West 
Gujarat, and North Gujarat are 13.33, 13.49, 13.52, 14.56 and 12.42 
respectively. This leads one conclude that West Gujarat had the highest 
scores of consumer aspect as compared to East Gujarat, Central Gujarat, 
South Gujarat, and North Gujarat. This would imply that excessively 
among different geographical area of Gujarat state, West Gujarat is less 
satisfied. It means consumer aspect and geographical are for E-commerce 
is substantial or important in E-commerce industries. 
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35. There is no significant difference between mean scores point of 
consumer aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µC = µQ 
Alternative hypothesis (Ha) = µC ≠ µQ 
Table of Consumer aspect and Qualification of E-commerce Users 
Consumer Aspect 
Category 
Qualification of E-commerce users 
0 – 9 9 – 18 18- 27 
Total 
Under Graduate - 6 - 6 
Graduate 8 118 15 141 
Post Graduate 3 229 37 269 
Professional Degree 2 73 6 81 
Other - 3 - 3 
Total 13 429 58 500 
Table 4.10 - AI 
Table of Consumer aspect and Qualification of E-commerce Users 
Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 10.17 13.25 13.83 13.19 14.67 13.52 
Standard 
Deviation 
1.47 3.62 3.41 3.70 1.16 3.52 
Standard 
Error 
0.60 0.31 0.21 0.41 0.67 0.16 
Table 4.10- AI1 
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ANOVA table for Consumer aspect and Qualification of  
E-commerce Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 116.59 4 29.15 2.38 0.05 
Within Groups 6052.17 495 12.23   
Total 6168.76 499    
Table 4.10 – AI2 
As per the table 4.10 – AI the calculated value of ‘F’ is 2.38, which 
is lower than table value of 2.39 of 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in mean scores of consumer aspect and qualification of E-
commerce users in E-commerce industries. The total mean scores of 
under graduate, graduate, post graduate; professional degree holders and 
other E-commerce users are 10.17, 13.25, 13.83, 13.19 and 14.67 
respectively. This leads one conclude that the other degree holders of E-
commerce users had the highest score of consumer aspect of E-
commerce. As compared to under graduate, graduate, post graduate and 
professional degree holders. This would imply that consumer aspect and 
qualification for E-commerce users are not substantial or not important in 
E-commerce industries. 
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36. There is no significant difference between mean scores point of 
consumer aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µC = µI 
Alternative hypothesis (Ha) = µC ≠ µI 
Table of Consumer aspect and Level of IT Implementation with 
Customer and Supplier in E-commerce Industries 
Consumer Aspect Category Level of IT implementation 
with customer and supplier 0 - 9 9 – 18 18- 27 
Total 
Low - 8 1 9 
Medium 9 197 28 234 
High 4 224 29 257 
Total 13 429 58 500 
Table 4.10 - AJ 
Table of Consumer aspect and IT Implementation with Customer 
and Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with Customer 
and Supplier in E-commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 12.44 13.24 13.82 13.52 
Standard 
Deviation 
3.32 3.58 3.45 3.52 
Standard Error 1.11 0.23 0.22 0.16 
Table 4.10 – AJ1 
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ANOVA table for Consumer aspect and Level of IT 
Implementation with Customer and Supplier in E-commerce 
Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 52.70 2 26.35 2.14 0.12 
Within Groups 6116.06 497 12.31   
Total 6168.76 499    
Table 4.10 – AJ2 
Table 4.10-AJ2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean scores of consumer aspect 
and level of IT (Information Technology) implementation with customer 
and supplier in E-commerce industries. The average scores of consumer 
aspect for having IT implementation with customer and supplier at low 
level, medium level and high level are 12.44, 13.24 and 13.82 
respectively. Calculated value of ‘F’ test is 2.14, which is lower than 
table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. This means that there is no significant 
difference between the average scores of consumer aspect and level of IT 
implementation with customer and supplier in E-commerce industries is 
not substantial or not important. 
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37. There is significant difference between mean scores point of 
consumer aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µC = µT 
Alternative hypothesis (Ha) = µC ≠ µT 
Table of Consumer aspect and Transaction Cost of E-commerce 
Industries 
Consumer Aspect Category Transaction Cost 
0 - 9 9 – 18 18- 27 
Total 
Below 25 lacs 12 347 45 404 
26 – 50 lacs 1 78 11 90 
Up to 1 crore - 4 2 6 
Total 13 429 58 500 
Table 4.10 - K 
Table of Consumer aspect and Transaction Cost of E-commerce 
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 13.31 14.29 16.00 13.52 
Standard Deviation 3.49 3.53 3.16 3.52 
Standard Error 0.17 0.37 1.29 0.16 
Table 4.10 – AK1 
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ANOVA table for Consumer aspect and Transaction Cost of  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 107.19 2 53.60 4.39 0.01 
Within Groups 6061.57 497 12.20   
Total 6168.76 499    
Table 4.10 – AK2 
As per the table 4.10-AK2 the calculated value of ‘F’ is 4.39, 
which is more than the table value of 3.01 at 5 percent level of 
significance. Thus the null hypothesis remains stands rejected. It means 
that there is significant difference between mean scores of consumer 
aspect and transaction cost of business for E-commerce industries. The 
total mean scores of consumer aspect for having transaction cost below 
25 lacs, 26 – 50 lacs and up to 1 crore are 13.31, 14.29 and 16.00 
respectively. This leads one conclude that industries having transaction 
cost up to 1 crore had the highest scores of consumer aspect as compared 
to industries having transaction cost below 25 lacs and 26 – 50 lacs. This 
would imply that among different industries having different transaction 
cost this type of industries are less satisfied with the use of E-commerce. 
It means consumer aspect and transaction for E-commerce is substantial 
or important in E-commerce industries. 
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38. There is significant difference between mean scores point of 
consumer aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µC = µL 
Alternative hypothesis (Ha) = µC ≠ µL 
Table of Consumer aspect and Level of Business 
Consumer Aspect Category Level of Business 
0 – 9 9 – 18 18- 27 
Total 
Local Level 1 6 - 7 
District Level 1 7 2 10 
State Level 4 109 15 128 
National Level  3 150 23 176 
International Level 4 157 18 179 
Total 13 429 58 500 
Table 4.10 - AL 
Table of Consumer aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 9.43 14.50 13.16 13.32 14.08 13.52 
Standard 
Deviation 
4.58 4.84 3.38 3.37 3.51 3.52 
Standard 
Error 
1.73 1.53 0.30 0.25 0.26 0.16 
Table 4.10 – AL1 
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ANOVA table for Consumer aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 207.39 4 51.85 4.31 0.00 
Within Groups 5961.37 495 12.04   
Total 6168.76 499    
Table 4.10 – AL2 
As such the collected value of ‘F’ is 4.31 is more than the table 
value of 2.39 at 5 percent level of significance. So the hypothesis remains 
stands. It means that there is significant difference between mean scores 
of consumer aspect and level of business in E-commerce industries. The 
total mean scores of industries at local level, district level, state level, 
national level and international level are 9.43, 14.50, 13.16, 13.32 and 
14.08 respectively. This leads one conclude that E-commerce business at 
district level had the highest score of consumer aspect for E-commerce as 
compared having E-commerce business at local level, state level, national 
level and international level. This would imply that level of business and 
consumer aspect for E-commerce is substantial or important in E-
commerce industries. 
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39. There is significant difference between mean scores point of 
consumer aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µC = µK 
Alternative hypothesis (Ha) = µC ≠ µK 
Table of Consumer aspect and Kind of IT Usage in E-commerce  
Industries 
Consumer Aspect Category Kind of IT Usage in E-commerce 
Industries 0 - 9 9 – 18 18- 27 
Total 
Accounting 12 337 44 393 
Human Resource Management - 11 - 11 
For Production - 57 11 68 
For Sale - 21 2 23 
For Purchase - 1 - 1 
For Finance 1 - - 1 
For Marketing - 2 - 2 
Other  - - 1 1 
Total 13 429 58 500 
Table 4.10 - AM 
Table of Consumer aspect and Kind of IT Usage in E-commerce 
Industries Descriptive 
Kind of It usage N Mean Standard 
Deviation 
Standard 
Error 
Accounting 393 13.50 3.56 0.18 
Human Resource Management 11 12.82 1.72 0.52 
For Production 68 13.69 3.23 0.39 
For Sale 23 13.96 3.30 0.69 
For Purchase 1 13.00 - - 
For Finance 1 0.00 - - 
For Marketing 2 15.00 0.00 0.00 
Other  1 18.00 - - 
Total 500 13.52 3.52 0.16 
Table 4.10 – AM1
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ANOVA table for Consumer aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 219.41 7 31.34 2.59 0.01 
Within Groups 5949.35 492 12.09   
Total 6168.76 499    
Table 4.10 – AM2 
As per table 4.10–AM2 the value of ‘F’ is 2.59, which is more than 
the table value of 2.03 at 5 percent level of significance for consumer 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands rejected. It means that there is significant 
difference between mean score of consumer aspect and different kind of 
IT usage in E-commerce industries. The average scores of consumer 
aspect and different kind of IT usage for accounting, human resource 
management, production, sale, purchase, finance, marketing and other are 
13.50, 12.82, 13.69, 13.96, 13.00 0.00, 15.00 and 18.00 respectively. The 
total mean scores of consumer aspect and IT usage for other usage had 
the highest mean score among different IT usage with consumer aspect. 
This means that consumer aspect and IT usage is substantial or important 
in E-commerce industries. 
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40. There is significant difference between mean scores point of 
consumer aspect and mean scores point of business model used by 
E-commerce industries. 
Null hypothesis (H0) = µC = µM 
Alternative hypothesis (Ha) = µC ≠ µM 
Table of Consumer aspect and Business Model used in  
E-commerce Industries 
Consumer Aspect 
Category 
Business Model 
0 - 9 9 - 18 18- 27 
Total 
B2B (Business-to-Business) 4 78 8 90 
B2C (Business-to-Consumer) 8 285 43 336 
C2C (Consumer -to- Consumer) 1 64 7 72 
Other - 2 - 2 
Total 13 429 58 500 
Table 4.10 - AN 
Table of Consumer aspect and Business Model used by  
E-commerce Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 12.56 13.54 14.60 15.00 13.52 
Standard Deviation 3.45 3.58 3.02 0.00 3.52 
Standard Error 0.36 0.20 0.36 0.00 0.16 
Table 4.10 – AN1 
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ANOVA table for Consumer aspect and Business Model used by 
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 171.80 3 57.27 4.74 0.00 
Within Groups 5996.96 496 12.09   
Total 6168.76 499    
Table 4.10 – AN2 
As per the table 4.10 - AN2 the calculate value of ‘F’ is 4.74, 
which is more than the table value of 2.62 at 5 percent level of 
significance. Thus the null hypothesis remains stands rejected. It means 
that there is significant difference between the mean scores of consumer 
aspect and mean scores of business model used by E-commerce 
industries. The total mean scores of consumer aspect and usage of 
business model like B2B (Business-to-Business), B2C (Business-to-
Consumer), C2C (Consumer-to-Consumer) and other model are 12.56, 
13.54, 14.60 and 15.00 respectively. This leads one conclude that the 
industries using other business model had the highest score of consumer 
for E-commerce as compared to usage of B2B (Business-to-Business), 
B2C (Business-to-Consumer) and C2C (Consumer-to-Consumer) model. 
This would imply that consumer aspect and business model is substantial 
or important in E-commerce industries. 
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41. There is no significant difference between mean scores point of 
Government aspect and mean scores point of type of industries in 
E-commerce. 
Null hypothesis (H0) = µGV = µE 
Alternative hypothesis (Ha) = µGV ≠ µE 
Table of Government aspect and Industry type 
Industry type Government Aspect 
category 0-9 9-18 18-27 
Total 
Service sector 67 44 3 114 
Service sector 253 115 18 386 
Total 320 139 21 500 
Table 4.10 - AO 
Table of t-Test for Government aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 9.32 4.20 6.76 
Standard 
Deviation 
9.98 4.51 7.25 
Standard Error  0.39 0.23 19.62 
Table 4.10 – AO1 
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Independent Samples Test for Government aspect and type of  
Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Government 
Aspect Score 
F Sig. T Df Sig. 
(2- tailed) 
Mean 
Diffe
rence 
Standard 
Error 
Difference 
Equal variances 
assumed 
0.51 0.48 0.72 498 0.47 0.34 0.47 
Equal variances not 
assumed 
  0.75 196.13 0.45 0.34 0.46 
Table 4.10 – AO2 
Table 4.10-AO2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of government 
aspect and industry type. The average score of government aspect for 
service industries is 9.32. The average score of government aspect for 
manufacturing industries is 8.98. Standard deviation for service sector is 
0.39. Standard deviation for manufacturing sector is 0.23. Calculated 
value of ‘t’ test is 0.72 when equal variances assumed and 0.75 is when 
equal variance is not assumed. Both are less than the table value of 1.97 
for service sector and manufacturing sector at 5 percent level of 
significance for 2-tailed t-test. As such this hypothesis stands remains. 
This means that the difference between the average score of government 
aspect and type of industry is not substantial or not important. 
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42. There is no significant difference between mean scores point of 
government aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µGV = µE 
Alternative hypothesis (Ha) = µGV ≠ µE 
Table of Government aspect and Expenditure of IT 
Expenditure of IT Government 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 171 123 25 1 320 
9 – 18 83 48 25 3 159 
18 - 27 11 9 - 1 21 
Total 265 180 50 5 500 
Table 4.10 - AP 
Table of Government aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean  9.09 8.70 9.78 13.20 9.06 
Standard 
Deviation 
4.47 4.47 3.84 5.45 4.44 
Standard 
Error 
0.28 0.33 0.54 2.44 0.20 
Table 4.10 – AP1 
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ANOVA table for Government aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 135.19 3 45.07 2.31 0.08 
Within Groups 9695.01 496 19.55   
Total 9830.20 499    
Table 4.10 – AP2 
As per the table 4.10 – AP2 the calculated value of F is 2.31, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of government aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 9.09, 8.70, 9.78 and 13.20 
respectively. This leads one conclude that the industries having 
expenditure of more than 25 crores had the highest score of government 
aspect for E-commerce as compared to having expenditure of IT 
(Information Technology) below 25 lacs, 26-50 lacs, up to 1 crore. This 
would imply that government aspect and expenditure of IT for E-
commerce is not substantial or not important in E-commerce industries. 
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43. There is no significant difference between mean scores point of 
government aspect and mean scores point of turnover of E-
commerce. 
Null hypothesis (H0) = µGV = µT 
Alternative hypothesis (Ha) = µGV ≠ µT 
Table of Government aspect and Turnover 
Turnover Government 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 33 54 143 90 320 
9 – 18 21 25 62 51 159 
18 - 27 1 3 14 3 21 
Total 55 82 219 144 500 
Table 4.10 - AQ 
Table of Government aspect and Turnover Descriptive 
Turnover Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 55 82 219 144 500 
Mean 9.20 8.74 9.17 9.01 9.06 
Standard 
Deviation 
3.97 4.19 4.77 4.25 4.44 
Standard 
Error 
0.54 0.46 0.32 0.35 0.20 
Table 4.10 – AQ1 
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ANOVA table for Government aspect and Turnover 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 12.40 3 4.13 0.21 0.89 
Within Groups 9817.80 496 19.79   
Total 9830.20 499    
Table 4.10 – AQ2 
As such the collected value of ‘F’ is 0.21 is lower than the table 
value of 2.62 at 5 percent level of significance. So the hypothesis is 
remains stands. It means that there is no significant difference between 
mean scores of government aspect and mean scores of turnover for E-
commerce industries. The total mean scores of industries having turnover 
of below 25 lacs, 26-50 lacs, up to 1 crore and more than 25 crores are 
9.20, 8.74, 9.17 and 9.01 respectively. This leads one conclude that the 
industries having turnover of below 25 lacs had the highest score 
government aspect for E-commerce industries as compared having 
turnover of 26-50 lacs, up to 1 crore and more than 25 crores. This would 
imply that government aspect and turnover for E-commerce is not 
substantial or not important in E-commerce industries. 
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44. There is significant difference between mean scores point of 
government aspect and mean scores point of geographical area for 
E-commerce industries. 
Null hypothesis (H0) = µGV = µG 
Alternative hypothesis (Ha) = µGV ≠ µG 
Table of Government aspect and Geographical Area 
Government Aspect Category Geographical Area 
0 - 9 9 – 18 18- 27 
Total 
East Gujarat 82 10 1 93 
Central Gujarat 160 89 14 263 
South Gujarat 12 17 - 29 
West Gujarat 28 38 6 72 
North Gujarat 38 5 - 43 
Total 320 159 21 500 
Table 4.10 - AR 
Table of Government aspect and Turnover Descriptive 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 7.00 9.41 10.14 11.38 6.77 9.06 
Standard 
Deviation 
2.65 4.66 3.71 5.09 2.22 4.44 
Standard 
Error 
0.28 0.29 0.69 0.60 0.34 0.20 
Table 4.10 – AR1 
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ANOVA table for Government aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 1072.55 4 268.14 15.16 0.00 
Within Groups 8757.65 495 17.69   
Total 9830.20 499    
Table 4.10 – AR2 
As per the table 4.10-R2, the calculated value of ‘F’ is 15.16, 
which more than value of 2.39 at 5 percent level of significance. Hence 
the null hypothesis stands rejected. It means that there is significance 
difference in the mean scores of government aspect and geographical area 
of business for E-commerce industries. The total mean scores of 
government aspect for East Gujarat, Central Gujarat, South Gujarat, West 
Gujarat, and North Gujarat are 7.00, 9.41, 10.14, 11.38 and 6.77 
respectively. This leads one conclude that West Gujarat had the highest 
scores of government aspect as compared to East Gujarat, Central 
Gujarat, South Gujarat, and North Gujarat. This would imply that 
excessively among different geographical area of Gujarat state, West 
Gujarat is less satisfied. It means government aspect and geographical are 
for E-commerce is substantial or important in E-commerce industries. 
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45. There is no significant difference between mean scores point of 
government aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µGV = µQ 
Alternative hypothesis (Ha) = µGV ≠ µQ 
Table of Government aspect and Qualification of E-commerce 
Users 
Government Aspect Category Qualification of E-commerce 
users 0 – 9 9 – 18 18- 27 
Total 
Under Graduate 2 4 - 6 
Graduate 91 42 8 141 
Post Graduate 171 86 12 269 
Professional Degree 55 25 1 81 
Other 1 2 - 3 
Total 320 159 21 500 
Table 4.10 - AS 
Table of Government aspect and Qualification of E-commerce 
Users Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 10.50 9.16 9.08 8.62 11.33 9.06 
Standard 
Deviation 
3.32 4.59 4.51 4.00 5.03 4.44 
Standard 
Error 
1.48 0.39 0.28 0.44 2.91 0.20 
Table 4.10 - AS1 
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ANOVA table for Government aspect and Qualification of  
E-commerce Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 45.45 4 11.36 0.58 0.68 
Within Groups 9784.75 495 19.77   
Total 9830.20 499    
Table 4.10 – AS2 
As per the table 4.10 – AS2 the calculated value of ‘F’ is 0.58, 
which is lower than table value of 2.39 of 5 percent level of significance. 
Hence the null hypothesis is accepted. It means that there is no 
significance difference in mean scores of government aspect and 
qualification of E-commerce users in E-commerce industries. The total 
mean scores of under graduate, graduate, post graduate; professional 
degree holders and other E-commerce users are 10.50, 9.16, 9.08, 8.62 
and 11.33 respectively. This leads one conclude that the other degree 
holders of E-commerce users had the highest score of government aspect 
of E-commerce as compared to under graduate, graduate, post graduate 
and professional degree holders. This would imply that government 
aspect and qualification of E-commerce users are not substantial or not 
important in E-commerce industries. 
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46. There is no significant difference between mean scores point of 
government aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µGV = µI 
Alternative hypothesis (Ha) = µGV ≠ µI 
Table of Government aspect and Level of IT Implementation with 
Customer and Supplier in E-commerce Industries 
Government Aspect 
Category 
Level of IT implementation with 
customer and supplier 
0 - 9 9 – 18 18- 27 
Total 
Low 6 3 - 9 
Medium 157 67 10 234 
High 157 89 11 257 
Total 320 159 21 500 
Table 4.10 - AT 
Table of Government aspect and IT Implementation with 
Customer and Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with 
Customer and Supplier in E-
commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 8.78 8.82 9.29 9.06 
Standard Deviation 2.05 4.35 4.57 4.44 
Standard Error 0.68 0.29 0.29 0.20 
Table 4.10 – AT1 
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ANOVA table for Government aspect and Level of IT 
Implementation with Customer and Supplier in E-commerce 
Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 28.43 2 14.22 0.72 0.49 
Within Groups 9801.77 497 19.72   
Total 9830.20 499    
Table 4.10 – AT2 
Table 4.10-AT2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean score of government aspect 
and level of IT (Information Technology) implementation with customer 
and supplier in E-commerce industries. The average scores of 
government aspect for having IT implementation with customer and 
supplier at low level, medium level and high level are 8.78, 8.82 and 9.29 
respectively. Calculated value of ‘F’ test is 0.72, which is lower than 
table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. It means that there is no significant difference 
between the average score of government aspect and level of 
implementation of IT with customer and supplier. This would imply that 
government aspect and level of implementation of IT with customer and 
supplier is not substantial or not important in E-commerce industries. 
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47. There is significant difference between mean scores point of 
government aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µGV = µT 
Alternative hypothesis (Ha) = µGV ≠ µT 
Table of Government aspect and Transaction Cost of E-commerce  
Industries 
Government Aspect Category Transaction Cost 
0 - 9 9 – 18 18- 27 
Total 
Below 25 lacs 280 105 19 404 
26 – 50 lacs 40 48 2 90 
Up to 1 crore - 6 - 6 
Total 320 159 21 500 
Table 4.10 - AU 
Table of Government aspect and Transaction Cost of E-commerce  
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 8.70 10.28 15.00 9.06 
Standard Deviation 4.39 4.31 2.10 4.44 
Standard Error 0.22 0.45 0.86 0.20 
Table 4.10 – AU1 
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ANOVA table for Government aspect and Transaction Cost of  
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 397.39 2 198.69 10.47 0.00 
Within Groups 9432.82 497 18.98   
Total 9830.20 499    
Table 4.10 – AU2 
As per the table 4.10-AU2 the calculated value of ‘F’ is 10.47, 
which is more than the table value of 3.01 at 5 percent level of 
significance. Thus the null hypothesis remains stands rejected. It means 
that there is significant difference between mean scores of government 
aspect and transaction cost of business for E-commerce industries. The 
total mean scores of government aspect for having transaction cost below 
25 lacs, 26 – 50 lacs and up to 1 crore are 8.70, 10.28 and 15.00 
respectively. This leads one conclude that industries having transaction 
cost up to 1 crore had the highest scores of government aspect as 
compared to industries having transaction cost below 25 lacs and 26 – 50 
lacs. This would imply that among different industries having different 
transaction cost this type of industries are less satisfied with the use of E-
commerce. It means government aspect and transaction cost for E-
commerce is substantial or important in E-commerce industries. 
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48. There is significant difference between mean scores point of 
government aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µGV = µL 
Alternative hypothesis (Ha) = µGV ≠ µL 
Table of Government aspect and Level of Business 
Government Aspect Category Level of Business 
0 – 9 9 – 18 18- 27 
Total 
Local Level 5 2 - 7 
District Level 7 3 - 10 
State Level 89 37 2 128 
National Level  130 34 12 176 
International Level 89 83 7 179 
Total 320 159 21 500 
Table 4.10 - AV 
Table of Government aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 8.00 8.20 8.47 8.46 10.16 9.06 
Standard 
Deviation 
2.89 3.58 3.94 4.45 4.67 4.44 
Standard 
Error 
1.09 1.13 0.35 0.34 0.35 0.20 
Table 4.10 – AV1 
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ANOVA table for Government aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 340.70 4 85.18 4.44 0.00 
Within Groups 9489.50 495 19.17   
Total 9830.20 499    
Table 4.10 – AV2 
As such the collected value of ‘F’ is 4.44 is more than the table 
value of 2.39 at 5 percent level of significance. So the hypothesis remains 
stands. It means that there is significant difference between mean score of 
government aspect and level of business in E-commerce industries. The 
total mean scores of industries at local level, district level, state level, 
national level and international level are 8.00, 8.20, 8.47, 8.46 and 10.16 
respectively. This leads one conclude that E-commerce business at 
international level had the highest score of government aspect for E-
commerce as compared having E-commerce business at local level, 
district level, state level and national level. This would imply that level of 
business for government aspect is substantial or important in E-commerce 
industries. 
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49. There is no significant difference between mean scores point of 
government aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µGV = µK 
Alternative hypothesis (Ha) = µGV ≠ µK 
Table of Government aspect and Kind of IT Usage in E-commerce 
Industries 
Government Aspect Category Kind of IT Usage in E-
commerce Industries 0 - 9 9 – 18 18- 27 
Total 
Accounting 246 132 15 393 
Human Resource Management 7 4 - 11 
For Production 51 11 6 68 
For Sale 16 7 - 23 
For Purchase - 1 - 1 
For Finance - 1 - 1 
For Marketing - 2 - 2 
Other  - 1 - 1 
Total 320 159 21 500 
Table 4.10 - AW 
Table of Government aspect and Kind of IT Usage in E-commerce 
Industries Descriptive 
Kind of It usage N Mean Standard Deviation Standard Error 
Accounting 393 9.21 4.51 0.23 
Human Resource 
Management 
11 8.09 2.81 0.85 
For Production 68 8.35 4.57 0.55 
For Sale 23 8.13 2.99 0.62 
For Purchase 1 17.00 - - 
For Finance 1 15.00 - - 
For Marketing 2 11.50 2.12 15.00 
Other  1 12.00 - - 
Total 500 9.06 4.44 0.20 
Table 4.10 – AW1 
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ANOVA table for Government aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 191.76 7 27.40 1.40 0.20 
Within Groups 9638.44 492 19.59   
Total 9830.20 499    
Table 4.10 – AW2 
As per table 4.10–W2 the value of ‘F’ is 1.40, which is lower than 
the table value of 2.03 at 5 percent level of significance for government 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands. It means that there is no significant 
difference between means scores of government aspect and different kind 
of IT usage in E-commerce industries. The average scores of government 
aspect and different kind of IT usage for accounting, human resource 
management, production, sale, purchase, finance, marketing and other are 
9.21, 8.09, 8.35, 8.13, 17.00, 15.00, 11.50 and 12.00 respectively. The 
total mean scores of government aspect and IT usage for purchase usage 
had the highest mean score among different IT usage with government 
aspect. This would imply that government aspect and different kind of IT 
usage for E-commerce is not substantial or not important in E-commerce 
industries. 
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50. There is significant difference between mean scores point of 
government aspect and mean scores point of business model used 
by E-commerce industries. 
Null hypothesis (H0) = µGV = µM 
Alternative hypothesis (Ha) = µGV ≠ µM 
Table of Government aspect and Business Model used in  
E-commerce Industries 
Government Aspect 
Category 
Business Model 
0 - 9 9 - 18 18- 27 
Total 
B2B (Business-to-Business) 60 30 - 90 
B2C (Business-to-Consumer) 227 90 19 336 
C2C (Consumer –to- Consumer) 33 37 2 72 
Other - 2 - 2 
Total 320 159 21 500 
Table 4.10 - AX 
Table of Government aspect and Business Model used by 
E-commerce Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 8.29 8.95 10.47 11.50 9.06 
Standard Deviation 3.44 4.63 4.39 2.12 4.44 
Standard Error 0.36 0.25 0.52 1.50 0.20 
Table 4.10 – AX1 
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ANOVA table for Government aspect and Business Model used by 
E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 213.13 3 71.04 3.66 0.01 
Within Groups 9617.07 496 19.39   
Total 9830.20 499    
Table 4.10 – AX2 
As per the table 4.10-AX2 the calculate value of ‘F’ is 3.66, which 
is more than the table value of 2.62 at 5 percent level of significance. 
Thus the null hypothesis remains stands rejected. It means that there is 
significant difference between the mean scores of government aspect and 
mean scores of business model used by E-commerce industries. The total 
mean scores of government aspect and usage of business model like B2B 
(Business-to-Business), B2C (Business-to-Consumer), C2C (Consumer-
to-Consumer) and other model are 8.29, 8.95, 10.47 and 11.50 
respectively. This leads one conclude that the industries using other 
business model had the highest score of Government aspect for E-
commerce as compared to usage of B2B (Business-to-Business), B2C 
(Business-to-Consumer) and C2C (Consumer-to-Consumer) model. This 
would imply that government aspect and business model is substantial or 
important in E-commerce industries. 
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51. There is significant difference between mean scores point of 
management aspect and mean scores point of type of industries in 
E-commerce. 
Null hypothesis (H0) = µMG = µE 
Alternative hypothesis (Ha) = µMG ≠ µE 
Table of Management aspect and Industry type 
Industry type  Management Aspect category 
0-9 9-18 18-27 Total 
Service sector 19 60 35 114 
Service sector 27 232 127 386 
Total 46 292 162 500 
Table 4.10 - AY 
Table of t-Test for Management aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 14.06 15.87 14.97 
Standard 
Deviation 
5.21 4.76 4.99 
Standard Error 
Mean 
0.49 0.24 0.37 
Table 4.10 – AY1 
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Independent Samples Test for Management aspect and type of 
Industries 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Management 
Aspect Score 
F Sig. T df Sig. 
(2- tailed) 
Mean 
Diffe
rence 
Standar
d Error 
Differen
ce 
Equal variances 
assumed 
6.21 0.01 3.50 498 0.00 1.81 0.52 
Equal variances not 
assumed 
  3.33 172.47 0.00 1.81 0.54 
Table 4.10 – AY2 
Table 4.10 – AY2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of management 
aspect and industry type. The average score of management aspect for 
service industries is 14.06. The average score of management aspect for 
manufacturing industries is 15.87. Standard deviation for service sector is 
5.21. Standard deviation for manufacturing sector is 4.76. Calculated 
value of ‘t’ test is 3.50 when equal variances assumed and 3.33 is when 
equal variance is not assumed. Both are more than the table value of 1.97 
for service sector and manufacturing sector at 5 percent level of 
significance for 2-tailed t-test. As such this hypothesis stands remains. 
This means that there is significant difference between the average scores 
of management aspect and type of industry. This would imply that 
management aspect and industry type is substantial or important. 
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52. There is no significant difference between mean scores point of 
management aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µMG = µE 
Alternative hypothesis (Ha) = µMG ≠ µE 
Table of Management aspect and Expenditure of IT 
Expenditure of IT Management 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 26 14 6 - 46 
9 – 18 152 109 27 4 292 
18 - 27 87 57 17 1 162 
Total 265 180 50 5 500 
Table 4.10 - AZ 
Table of Management aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean 15.45 15.50 15.34 15.60 15.46 
Standard 
Deviation 
4.99 4.81 5.09 4.16 4.92 
Standard 
Error 
0.31 0.36 072 1.86 022 
Table 4.10 – AZ1 
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ANOVA table for Management aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 1.12 3 0.37 0.02 1.00 
Within Groups 12055.08 496 24.31   
Total 12056.20 499    
Table 4.10 – AZ2 
As per the table 4.10 – AZ2 the calculated value of F is 0.02, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of management aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 15.45, 15.50, 15.34 and 
15.60 respectively. This leads one conclude that the industries having 
expenditure of more than 25 crores had the highest score of management 
aspect for E-commerce as compared to having expenditure of IT 
(Information Technology) below 25 lacs, 26-50 lacs, up to 1 crore. This 
would imply that management aspect and expenditure of IT for E-
commerce is not substantial or not important in E-commerce industries. 
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53. There is significant difference between mean scores point of 
management aspect and mean scores point of turnover of E-
commerce. 
Null hypothesis (H0) = µMG = µT 
Alternative hypothesis (Ha) = µMG ≠ µT 
Table of Management aspect and Turnover 
Turnover Management 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 10 11 16 9 46 
9 – 18 34 42 129 87 292 
18 - 27 11 29 74 48 162 
Total 55 82 219 144 500 
Table 4.10 - BA 
Table of Management aspect and Turnover Descriptive 
Turnover Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 55 82 219 144 500 
Mean 13.20 15.79 15.79 15.64 15.46 
Standard 
Deviation 
4.80 5.13 5.02 4.48 4.92 
Standard 
Error 
0.65 0.57 0.34 0.37 0.22 
Table 4.10 – BA1 
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ANOVA table for Management aspect and Turnover 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 317.79 3 105.93 4.48 0.00 
Within Groups 11738.41 496 23.67   
Total 12056.20 499    
Table 4.10 – BA2 
As such the collected value of ‘F’ is 4.48 is more than the table 
value of 2.62 at 5 percent level of significance. So the hypothesis is 
remains stands. It means that there is significant difference between mean 
scores of management aspect and turnover of E-commerce industries. The 
total mean scores of industries having turnover of below 25 lacs, 26-50 
lacs, up to 1 crore and more than 25 crores are 13.20, 15.79, 15.79 and 
15.64 respectively. This leads one conclude that the industries having 
turnover of below 25 lacs and up to 1 crore had the highest score 
management aspect of E-commerce as compared having turnover of 26-
50 lacs and more than 25 crores. This would imply that management 
aspect and turnover of E-commerce is substantial or important in E-
commerce industry. 
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54. There is no significant difference between mean scores point of 
management aspect and mean scores point of geographical area for 
E-commerce industries. 
Null hypothesis (H0) = µMG = µG 
Alternative hypothesis (Ha) = µMG ≠ µG 
Table of Management aspect and Geographical Area 
Management Aspect Category Geographical Area 
0 - 9 9 – 18 18- 27 
Total 
East Gujarat 3 50 40 93 
Central Gujarat 32 149 82 263 
South Gujarat 3 18 8 29 
West Gujarat 8 49 15 72 
North Gujarat - 26 17 43 
Total 46 292 162 500 
Table 4.10 - BB 
Table of Management aspect and Turnover Descriptive 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 16.71 15.31 15.07 14.92 14.84 15.46 
Standard 
Deviation 
4.96 5.17 3.78 4.18 4.76 4.92 
Standard 
Error 
0.51 0.32 0.70 0.49 0.73 0.22 
Table 4.10 – BB1 
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ANOVA table for Management aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 193.38 4 48.35 2.02 0.09 
Within Groups 11862.82 495 23.97   
Total 12056.20 499    
Table 4.10 – BB2 
As per the table 4.10-BB2, the calculated value of ‘F’ is 2.02, 
which lower than value of 2.39 at 5 percent level of significance. Hence 
the hypothesis remains stands. It means that there is no significance 
difference in the mean scores of management aspect and geographical 
area of business for E-commerce industries. The total mean scores of 
management aspect for East Gujarat, Central Gujarat, South Gujarat, 
West Gujarat, and North Gujarat are 16.71, 15.31, 15.07, 14.92 and 14.84 
respectively. This leads one conclude that East Gujarat had the highest 
scores of management aspect as compared to West Gujarat, Central 
Gujarat, South Gujarat, and North Gujarat. This would imply that 
excessively among different geographical area of Gujarat state, East 
Gujarat is less satisfied. It means that management aspect and 
geographical are for E-commerce is not substantial or not important in E-
commerce industries. 
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55. There is no significant difference between mean scores point of 
management aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µMG = µQ 
Alternative hypothesis (Ha) = µMG ≠ µQ 
Table of Management aspect and Qualification of E-commerce  
Users 
Management Aspect Category Qualification of E-
commerce users 0 – 9 9 – 18 18- 27 
Total 
Under Graduate 1 4 1 6 
Graduate 15 81 45 141 
Post Graduate 19 152 98 269 
Professional Degree 11 53 14 81 
Other - 2 1 3 
Total 46 292 162 500 
Table 4.10 - BC 
Table of Management aspect and Qualification of E-commerce  
Users Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 12.33 15.50 15.78 14.52 16.33 15.46 
Standard 
Deviation 
5.75 5.06 4.86 4.64 6.51 4.92 
Standard 
Error 
2.35 0.43 0.30 0.52 3.76 0.22 
Table 4.10 - BC1 
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ANOVA table for Management aspect and Qualification of  
E-commerce Users 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 161.24 4 40.31 1.68 0.15 
Within Groups 11894.97 495 24.03   
Total 12056.21 499    
Table 4.10 – BC2 
As per the table 4.10 – BC2 the calculated value of ‘F’ is 1.68, 
which is lower than table value of 2.39 of 5 percent level of significance. 
Hence the null hypothesis is accepted. It means that there is no 
significance difference in mean scores of management aspect and 
qualification of E-commerce users in E-commerce industries. The total 
mean scores of under graduate, graduate, post graduate; professional 
degree holders and other E-commerce users are 12.33, 15.50, 15.78, 
14.52 and 16.33 respectively. This leads one conclude that the other 
degree holders of E-commerce users had the highest scores of 
management aspect of E-commerce. As compared to under graduate, 
graduate, post graduate and professional degree holders. This would 
imply that qualification and management aspect for E-commerce is not 
substantial or not important in E-commerce industries. 
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56. There is significant difference between mean scores point of 
management aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µMG = µI 
Alternative hypothesis (Ha) = µMG ≠ µI 
Table of Management aspect and Level of IT Implementation with  
Customer and Supplier in E-commerce Industries 
Management Aspect Category Level of IT implementation 
with customer and supplier 0 - 9 9 – 18 18- 27 
Total 
Low 4 3 2 9 
Medium 19 137 78 234 
High 23 152 82 257 
Total 46 292 162 500 
Table 4.10 - BD 
Table of Management aspect and IT Implementation with 
Customer and Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with 
Customer and Supplier in E-
commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 10.67 15.53 15.57 15.46 
Standard Deviation 5.29 5.00 4.76 4.92 
Standard Error 1.76 0.33 0.30 0.22 
Table 4.10 – BD1 
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ANOVA table for Management aspect and Level of IT 
Implementation with Customer and Supplier in E-commerce 
Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 210.80 2 105.40 4.42 0.01 
Within Groups 11845.41 497 23.83   
Total 12056.21 499    
Table 4.10 – BD2 
Table 4.10-BD2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean scores of management 
aspect and level of IT (Information Technology) implementation with 
customer and supplier in E-commerce industries. The average scores of 
management aspect for having IT implementation with customer and 
supplier at low level, medium level and high level are 10.67, 15.53 and 
15.57 respectively. Calculated value of ‘F’ test is 4.42, which is more 
than table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. This means that there is significant difference 
between the average scores of management aspect and level of IT 
implementation with customer and supplier. This would imply that 
management aspect and level of IT implementation for E-commerce is 
substantial or important in E-commerce industries. 
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57. There is no significant difference between mean scores point of 
management aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µMG = µT 
Alternative hypothesis (Ha) = µMG ≠ µT 
Table of Management aspect and Transaction Cost of  
E-commerce Industries 
Management Aspect Category Transaction Cost 
0 - 9 9 – 18 18- 27 
Total 
Below 25 lacs 36 232 136 404 
26 – 50 lacs 10 56 24 90 
Up to 1 crore - 4 2 6 
Total 46 292 162 500 
Table 4.10 - BE 
Table of Management aspect and Transaction Cost of  
E-commerce Industries Descriptive 
Transaction Cost Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 15.56 14.92 17.00 15.46 
Standard Deviation 5.05 4.42 1.41 4.92 
Standard Error 0.25 0.47 0.58 0.22 
Table 4.10 – BE1 
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ANOVA table for Management aspect and Transaction Cost of  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 44.05 2 22.03 0.91 0.40 
Within Groups 12012.15 497 24.17   
Total 12056.20 499    
Table 4.10 – BE2 
As per the table 4.10-BE2 the calculated value of ‘F’ is 0.91, which 
is lower than the table value of 3.01 at 5 percent level of significance. 
Thus the hypothesis remains stands. It means that there is no significant 
difference between mean scores of management aspect and transaction 
cost of business for E-commerce industries. The total mean scores of 
management aspect for having transaction cost below 25 lacs, 26 – 50 
lacs and up to 1 crore are 15.56, 14.92 and 17.00 respectively. This leads 
one conclude that industries having transaction cost up to 1 crore had the 
highest scores of management aspect as compared to industries having 
transaction cost below 25 lacs and 26–50 lacs. This would imply that 
among different industries having different transaction cost this type of 
industries are less satisfied with the use of E-commerce. It means 
management aspect and transaction cost of E-commerce business is not 
substantial or not important in E-commerce industries. 
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58. There is no significant difference between mean scores point of 
management aspect and mean scores point of level of business in 
E-commerce users in E-commerce industries. 
Null hypothesis (H0) = µMG = µL 
Alternative hypothesis (Ha) = µMG ≠ µL 
Table of Management aspect and Level of Business 
Management Aspect Category Level of Business 
0 – 9 9 – 18 18- 27 
Total 
Local Level 2 3 2 7 
District Level 1 7 2 10 
State Level 13 68 47 128 
National Level  16 95 65 176 
International Level 14 119 46 179 
Total 46 292 162 500 
Table 4.10 - BF 
Table of Management aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 12.43 14.10 15.55 15.83 15.22 15.46 
Standard 
Deviation 
5.94 5.55 5.33 4.96 4.45 4.92 
Standard 
Error 
2.25 1.75 0.47 0.37 0.33 0.22 
Table 4.10 – BF1 
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ANOVA table for Management aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 118.02 4 29.51 1.22 0.30 
Within Groups 11938.18 495 24.12   
Total 12056.20 499    
Table 4.10 – BF2 
As such the collected value of ‘F’ is 1.22 is lower than the table 
value of 2.39 at 5 percent level of significance. So the hypothesis remains 
stands. It means that there is no significant difference between mean 
scores of management aspect and level of business in E-commerce 
industries. The total mean scores of industries at local level, district level, 
state level, national level and international level are 12.43, 14.10, 15.55, 
15.83 and 15.22 respectively. This leads one conclude that E-commerce 
business at national level had the highest scores of management aspect 
for E-commerce as compared having E-commerce business at local level, 
district level, state level and international level. This would imply that 
level of business and management aspect for E-commerce is not 
substantial or not important in E-commerce industries. 
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59. There is no significant difference between mean scores point of 
management aspect and mean scores point of kind of IT usage in 
E-commerce industries. 
     Null hypothesis (H0) = µMG = µK 
     Alternative hypothesis (Ha) = µMG ≠ µK 
Table of Management aspect and Kind of IT Usage in  
E-commerce Industries 
Management Aspect Category Kind of IT Usage in E-commerce 
Industries 0 - 9 9 – 18 18- 27 
Total 
Accounting 37 240 116 393 
Human Resource Management - 6 5 11 
For Production 7 32 29 68 
For Sale 1 10 12 23 
For Purchase - 1 - 1 
For Finance 1 - - 1 
For Marketing - 2 - 2 
Other  - 1 - 1 
Total 46 292 162 500 
Table 4.10 - BG 
Table of Management aspect and Kind of IT Usage in  
E-commerce Industries Descriptive 
Kind of IT usage N Mean Standard 
Deviation 
Standard 
Error 
Accounting 393 15.16 4.74 0.24 
Human Resource Management 11 16.64 5.85 1.77 
For Production 68 16.68 5.47 0.66 
For Sale 23 17.17 5.05 1.05 
For Purchase 1 14.00 - - 
For Finance 1 6.00 - - 
For Marketing 2 13.00 0.00 0.00 
Other  1 13.00 - - 
Total 500 15.46 4.92 0.22 
Table 4.10 – BG1 
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ANOVA table for Management aspect and Kind of IT Usage in  
E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 327.89 7 46.84 1.97 0.06 
Within Groups 11728.31 492 23.84   
Total 12056.20 499    
Table 4.10 – BG2 
As per table 4.10–BG2 the value of ‘F’ is 1.97, which is lower than 
the table value of 2.03 at 5 percent level of significance for management 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands. It means that there is no significant 
difference between means scores of management aspect and different 
kind of IT usage in E-commerce industries. The average scores of 
management aspect and different kind of IT usage for accounting, human 
resource management, production, sale, purchase, finance, marketing and 
other are 15.16, 16.64, 16.68, 17.17, 14.00, 6.00, 13.00 and 13.00 
respectively. The total mean scores of management aspect and IT usage 
for sale had the highest mean score among different IT usage with 
management aspect. This means that management aspect and IT usage for 
E-commerce is not substantial or not important in E-commerce industries. 
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60. There is no significant difference between mean scores point of 
management aspect and mean scores point of business model used 
by E-commerce industries. 
Null hypothesis (H0) = µMG = µM 
Alternative hypothesis (Ha) = µMG ≠ µM 
Table of Management aspect and Business Model used in  
E-commerce Industries 
Management Aspect 
Category 
Business Model 
0 – 9 9 - 18 18- 27 
Total 
B2B (Business-to-Business) 14 52 24 90 
B2C (Business-to-Consumer) 25 188 123 336 
C2C (Consumer -to- Consumer) 7 50 15 72 
Other - 2 - 2 
Total 46 292 162 500 
Table 4.10 - BH 
Table of Management aspect and Business Model used by 
E-commerce Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 14.64 15.81 14.89 14.50 15.46 
Standard Deviation 5.53 4.93 3.86 2.12 4.92 
Standard Error 0.58 0.27 0.46 1.50 0.22 
Table 4.10 – BH1 
 
 
 271
ANOVA table for Management aspect and Business Model used 
by E-commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 125.54 3 41.85 1.74 0.16 
Within Groups 11930.66 496 24.05   
Total 12056.20 499    
Table 4.10 – BH2 
As per the table 4.10-BH2 the calculate value of ‘F’ is 1.74, which 
is lower than the table value of 2.62 at 5 percent level of significance. 
Thus the null hypothesis remains stands. It means that there is no 
significant difference between the mean score of management aspect and 
mean scores of business model used by E-commerce industries. The total 
mean scores of consumer aspect and usage of business model like B2B 
(Business-to-Business), B2C (Business-to-Consumer), C2C (Consumer-
to-Consumer) and other model are 14.64, 15.81, 14.89 and 14.50 
respectively. This leads one conclude that the industries using B2C 
(Business-to-Consumer) business model had the highest score of 
management aspect for E-commerce as compared to usage of B2B 
(Business-to-Business), C2C (Consumer-to-Consumer) and other model. 
This would imply that management aspect and business model for E-
commerce is not substantial or not important in E-commerce industries. 
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61. There is no significant difference between mean scores point of 
problem aspect and mean scores point of type of industries in E-
commerce. 
Null hypothesis (H0) = µP = µE 
Alternative hypothesis (Ha) = µP ≠ µE 
Table of Problem aspect and Industry type 
Industry type Problem Aspect category 
0-9 9-18 18-27 
Total 
Service sector - 61 53 114 
Service sector 11 210 165 386 
Total 11 271 218 500 
Table 4.10 - BI 
Table of t-Test for Problem aspect and Industry type 
Industry type Particular 
Service sector Manufacturing sector 
Total 
N 114 386 500 
Mean 16.74 17.17 16.96 
Standard 
Deviation 
3.38 4.51 3.95 
Standard Error  0.32 0.23 0.28 
Table 4.10 – BI1 
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Independent Samples Test for Problem aspect and Industry Type 
Levene’s 
Test for 
Equality of 
variances 
t-test for Equality of Means Management 
Aspect Score 
F Sig. T Df Sig. 
(2- tailed) 
Mean 
Diffe
rence 
Standard 
Error 
Difference 
Equal variances 
assumed 
8.07 0.01 0.95 498 0.34 0.43 0.46 
Equal variances not 
assumed 
  1.11 243.45 0.27 0.43 0.39 
Table 4.10 – BI2 
Table 4.10-BI2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘t’ test, measure the 
significance of the differences between mean scores of problem aspect 
and industry type. The average score of problem aspect for service 
industries is 16.74. The average score of problem aspect for 
manufacturing industries is 17.17. Standard deviation for service sector is 
3.38. Standard deviation for manufacturing sector is 4.51. Calculated 
value of ‘t’ test is 0.95 when equal variances assumed and 1.11 is when 
equal variance is not assumed. Both are less than the table value of 1.97 
for service sector and manufacturing sector at 5 percent level of 
significance for 2-tailed t-test. As such this hypothesis stands remains. 
This means there is no significant difference between the average scores 
of problem aspect and type of industry. This would imply that problem 
aspect and industry type for E-commerce is not substantial or not 
important in E-commerce industries. 
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62. There is no significant difference between mean scores point of 
problem aspect and mean scores point of expenditure for IT 
(Information Technology) in E-commerce industries. 
Null hypothesis (H0) = µP = µE 
Alternative hypothesis (Ha) = µP ≠ µE 
Table of Problem aspect and Expenditure of IT 
Expenditure of IT Problem 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 7 4 - - 11 
9 – 18 141 97 30 3 271 
18 - 27 117 79 20 2 218 
Total 265 180 50 5 500 
Table 4.10 - BJ 
Table of Problem aspect and Expenditure of IT Descriptive 
Expenditure of IT Particular 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 265 180 50 5 500 
Mean 16.99 17.13 17.36 16.60 17.07 
Standard 
Deviation 
4.37 4.36 3.74 2.88 4.28 
Standard 
Error 
0.27 0.33 0.53 1.29 0.19 
Table 4.10 – BJ1 
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ANOVA table for Problem aspect and Expenditure of IT 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 7.66 3 2.55 0.14 0.94 
Within Groups 9145.75 496 18.44   
Total 9153.41 499    
Table 4.10 – BJ2 
As per the table 4.10 – BJ2 the calculated value of F is 0.14, which 
is lower than table value of 2.62 at 5 percent level of significance. Hence 
the null hypothesis is accepted. It means that there is no significance 
difference in the mean scores of problem aspect and mean scores of 
expenditure of IT (Information Technology) in E-commerce industries. 
The total mean scores of industries having expenditure below 25 lacs, 26-
50 lacs, up to 1 crore, more than 25 crores are 16.99, 17.13, 17.36 and 
16.60 respectively. This leads one conclude that the industries having 
expenditure of up to 1 crore had the highest mean score of problem aspect 
for E-commerce as compared to having expenditure of IT (Information 
Technology) below 25 lacs, 26-50 lacs, more than 25 crores. This would 
imply that problem aspect and expenditure of IT is not substantial or not 
important in E-commerce industries. 
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63. There is significant difference between mean scores point of 
problem aspect and mean scores point of turnover of E-commerce. 
Null hypothesis (H0) = µP = µT 
Alternative hypothesis (Ha) = µP ≠ µT 
Table of Problem aspect and Turnover 
Turnover Problem 
Aspect 
Category 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
0 – 9 3 2 5 1 11 
9 – 18 39 41 106 85 271 
18 - 27 13 39 108 58 218 
Total 55 82 219 144 500 
Table 4.10 - BK 
Table of Problem aspect and Turnover Descriptive 
Turnover Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
N 55 82 219 144 500 
Mean 14.65 17.32 17.61 17.04 17.07 
Standard 
Deviation 
4.12 4.46 4.44 3.68 4.28 
Standard 
Error 
0.56 0.49 0.30 0.31 0.19 
Table 4.10 – BK1 
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ANOVA table for Problem aspect and Turnover 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 389.24 3 129.75 7.34 0.00 
Within Groups 8764.17 496 17.67   
Total 9153.41 499    
Table 4.10 – BK2 
As such the collected value of ‘F’ is 7.34 is more than the table 
value of 2.62 at 5 percent level of significance. So the hypothesis is 
remains stands. It means that there is significant difference between mean 
scores of problem aspect and turnover of E-commerce industries. The 
total mean scores of industries having turnover of below 25 lacs, 26-50 
lacs, up to 1 crore and more than 25 crores are 14.65, 17.32, 17.61 and 
17.04 respectively. This leads one conclude that the industries having 
turnover of up to 1 crore had the highest score problem aspect of E-
commerce as compared having turnover of below 25 lacs, 26-50 lacs and 
more than 25 crores. This would imply that problem aspect and turnover 
for E-commerce is substantial or important in E-commerce industry. 
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64. There is significant difference between mean scores point of 
problem aspect and mean scores point of geographical area for E-
commerce industries. 
Null hypothesis (H0) = µP = µG 
Alternative hypothesis (Ha) = µP ≠ µG 
Table of Problem aspect and Geographical Area 
Problem Aspect Category Geographical Area 
0 – 9 9 – 18 18- 27 
Total 
East Gujarat 2 39 52 93 
Central Gujarat 7 148 108 263 
South Gujarat 1 17 11 29 
West Gujarat 1 53 18 72 
North Gujarat - 14 29 43 
Total 11 271 218 500 
Table 4.10 - BL 
Table of Problem aspect and Turnover Descriptive 
Geographical Area Particular 
East 
Gujarat 
Central 
Gujarat 
South 
Gujarat 
West 
Gujarat 
North 
Gujarat 
Total 
N 93 263 29 72 43 500 
Mean 18.44 17.02 16.24 15.40 17.79 17.07 
Standard 
Deviation 
4.98 4.41 3.41 3.26 2.62 4.28 
Standard 
Error 
0.52 0.27 0.63 0.38 0.40 0.19 
Table 4.10 – BL1 
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ANOVA table for Problem aspect and Geographical Area of 
Business 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 417.83 4 104.46 5.92 0.00 
Within Groups 8735.58 495 17.65   
Total 9153.41 499    
Table 4.10 – BL2 
As per the table 4.10-BL2, the calculated value of ‘F’ is 5.92, 
which more than value of 2.39 at 5 percent level of significance. Hence 
the hypothesis remains stands. It means that there is significance 
difference in the mean scores of problem aspect and geographical area of 
business for E-commerce industries. The total mean scores of problem 
aspect for East Gujarat, Central Gujarat, South Gujarat, West Gujarat, and 
North Gujarat are 18.44, 17.02, 16.24, 15.40 and 17.79 respectively. This 
leads one conclude that East Gujarat had the highest scores of problem 
aspect as compared to North Gujarat, West Gujarat, Central Gujarat and 
South Gujarat. This would imply that excessively among different 
geographical area of Gujarat state, East Gujarat is less satisfied. It means 
that problem aspect and geographical area of business is substantial or 
important for E-commerce industries. 
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65. There is no significant difference between mean scores point of 
problem aspect and mean scores point of qualification of E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µP = µQ 
Alternative hypothesis (Ha) = µP ≠ µQ 
Table of Problem aspect and Qualification of E-commerce Users 
Problem Aspect Category Qualification of E-commerce 
users 0 – 9 9 – 18 18- 27 
Total 
Under Graduate - 5 1 6 
Graduate 1 79 61 141 
Post Graduate 8 132 129 269 
Professional Degree 2 53 26 81 
Other - 2 1 3 
Total 11 271 218 500 
Table 4.10 - BM 
Table of Problem aspect and Qualification of E-commerce Users  
Descriptive 
Qualification of E-commerce Users Particular 
Under 
Graduate 
Graduate Post 
Graduate 
Professional 
Degree 
Other 
Total 
N 6 141 269 81 3 500 
Mean 15.50 16.98 17.39 16.31 16.67 17.07 
Standard 
Deviation 
3.62 4.15 4.52 3.61 5.51 4.28 
Standard 
Error 
1.48 0.35 0.28 0.40 3.18 0.19 
Table 4.10- BM1 
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ANOVA table for Problem aspect and Qualification of E-
commerce Users 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 91.01 4 22.75 1.24 0.29 
Within Groups 9062.40 495 18.31   
Total 9153.41 499    
Table 4.10 – BM2 
As per the table 4.10 – BM2 the calculated value of ‘F’ is 1.24, 
which is lower than table value of 2.39 of 5 percent level of significance. 
Hence the null hypothesis is accepted. It means that there is no 
significance difference in mean scores of problem aspect and 
qualification of E-commerce users in E-commerce industries. The total 
mean scores of under graduate, graduate, post graduate; professional 
degree holders and other E-commerce users are 15.50, 16.98, 17.39, 
16.31 and 16.67 respectively. This leads one conclude that the post 
graduate degree holders of E-commerce users had the highest scores of 
problem aspect of E-commerce as compared to under graduate, graduate 
professional degree and other degree holders. This would imply that 
problem aspect and qualification of E-commerce users are not substantial 
or not important in E-commerce industries. 
 
 282
66. There is no significant difference between mean scores point of 
problem aspect and mean scores point of the level of IT 
(Information Technology) implementation with customer and 
supplier in E-commerce industries. 
Null hypothesis (H0) = µP = µI 
Alternative hypothesis (Ha) = µP ≠ µI 
Table of Problem aspect and Level of IT Implementation with  
Customer and Supplier in E-commerce Industries 
Problem Aspect Category Level of IT implementation 
with customer and supplier 0 - 9 9 – 18 18- 27 
Total 
Low 1 6 2 9 
Medium 5 116 113 234 
High 5 149 103 257 
Total 11 271 218 500 
Table 4.10 - BN 
Table of problem aspect and IT Implementation with Customer 
and  
Supplier in E-commerce Industries Descriptive 
Level of IT Implementation with 
Customer and Supplier in E-
commerce Industries 
Particular 
Low Medium High 
Total 
N 9 234 257 500 
Mean 14.67 17.35 16.90 17.07 
Standard Deviation 3.57 4.56 4.02 4.28 
Standard Error 1.19 0.30 0.25 0.19 
Table 4.10 – BN1 
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ANOVA table for Problem aspect and Level of IT Implementation 
with Customer and Supplier in E-commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 78.48 2 39.24 2.15 0.12 
Within Groups 9074.93 497 18.26   
Total 9153.41 499    
Table 4.10 – BN2 
Table 4.10-BN2 reveals that, the level of perspective of E-
commerce for selected samples. By applying ‘F’ test to measure the 
significance of the differences between mean scores of problem aspect 
and level of IT (Information Technology) implementation with customer 
and supplier in E-commerce industries. The average scores of problem 
aspect for having IT implementation with customer and supplier at low 
level, medium level and high level are 14.67, 17.35 and 16.90 
respectively. Calculated value of ‘F’ test is 2.15, which is lower than 
table value of 3.01 of 5 percent level of significance. Hence this 
hypothesis remains stands. This means that there is no significant 
difference between the average scores of problem aspect and level of IT 
implementation with customer and supplier in E-commerce industries. 
This would imply that problem aspect and IT implementation for E-
commerce is not substantial or not important in E-commerce industries. 
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67. There is no significant difference between mean scores point of 
problem aspect and mean scores point of transaction cost of E-
commerce industries. 
Null hypothesis (H0) = µP = µT 
Alternative hypothesis (Ha) = µP ≠ µT 
Table of Problem aspect and Transaction Cost of E-commerce  
Industries 
Problem Aspect Category Transaction Cost 
0 - 9 9 – 18 18- 27 
Total 
Below 25 lacs 10 210 184 404 
26 – 50 lacs 1 56 33 90 
Up to 1 crore - 5 1 6 
Total 11 271 218 500 
Table 4.10 - BO 
Table of Problem aspect and Transaction Cost of E-commerce  
Industries Descriptive 
Transaction Cost Particular 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
N 404 90 6 500 
Mean 17.21 16.53 15.83 17.07 
Standard Deviation 4.46 3.47 2.14 4.28 
Standard Error 0.22 0.37 0.87 0.19 
Table 4.10 – BO1 
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ANOVA table for Problem aspect and Transaction Cost of E-
commerce Industries 
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 43.06 2 21.53 1.17 0.31 
Within Groups 9110.35 497 18.33   
Total 9153.41 499    
Table 4.10 – BO2 
As per the table 4.10-BO2 the calculated value of ‘F’ is 1.17, 
which is lower than the table value of 3.01 at 5 percent level of 
significance. Thus the null hypothesis remains stands. It means that there 
is no significant difference between mean scores of problem aspect and 
transaction cost of business for E-commerce industries. The total mean 
scores of problem aspect for having transaction cost below 25 lacs, 26–50 
lacs and up to 1 crore are 17.21, 16.53 and 15.83 respectively. This leads 
one conclude that industries having transaction cost below 25 lacs had the 
highest scores of problem aspect as compared to industries having 
transaction cost 26–50 lacs and up to 1 crore. This would imply that 
among different industries having different transaction cost this type of 
industries are less satisfied with the use of E-commerce. It means 
problem aspect and transaction cost for E-commerce is not substantial 
and not important in E-commerce industries. 
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68. There is significant difference between mean scores point of 
problem aspect and mean scores point of level of business in E-
commerce users in E-commerce industries. 
Null hypothesis (H0) = µP = µL 
Alternative hypothesis (Ha) = µP ≠ µL 
Table of Problem aspect and Level of Business 
Problem Aspect Category Level of Business 
0 – 9 9 – 18 18- 27 
Total 
Local Level - 5 2 7 
District Level 1 6 3 10 
State Level 2 66 60 128 
National Level  5 79 92 176 
International Level 3 115 61 179 
Total 11 271 218 500 
Table 4.10 - BP 
Table of Problem aspect and Level of Business Descriptive 
Level of Business Particular 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
N 7 10 128 176 179 500 
Mean 16.29 14.80 17.28 17.74 16.42 17.07 
Standard 
Deviation 
2.69 4.85 4.27 4.58 3.89 4.28 
Standard 
Error 
1.02 1.53 0.38 0.35 0.29 0.19 
Table 4.10 – BP1 
 
 
 287
ANOVA table for Problem aspect and level of Business  
 Sum of 
Squares 
Df Mean 
Square 
F Sig. 
Between Groups 214.80 4 53.70 2.97 0.02 
Within Groups 8938.61 495 18.06   
Total 9153.41 499    
Table 4.10 – BP2 
As such the collected value of ‘F’ is 2.97, which is lower than the 
table value of 2.39 at 5 percent level of significance. So the hypothesis 
remains stands. It means that there is significant difference between mean 
scores of problem aspect and level of business in E-commerce industries. 
The total mean scores of industries at local level, district level, state level, 
national level and international level are 16.29, 14.80, 17.28, 17.74, and 
16.42 respectively. This leads one conclude that E-commerce business at 
national level had the highest scores of problem aspect for E-commerce 
as compared having E-commerce business at local level, district level, 
state level and international level. This would imply that level of business 
and problem aspect is substantial or important in E-commerce industries. 
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69. There is significant difference between mean scores point of 
problem aspect and mean scores point of kind of IT usage in E-
commerce industries. 
Null hypothesis (H0) = µP = µK 
Alternative hypothesis (Ha) = µP ≠ µK 
Table of Problem aspect and Kind of IT Usage in E-commerce 
Industries 
Problem Aspect Category Kind of IT Usage in E-
commerce Industries 0 – 9 9 – 18 18- 27 
Total 
Accounting 8 222 163 393 
Human Resource Management 2 4 5 11 
For Production 1 27 40 68 
For Sale - 14 9 23 
For Purchase - - 1 1 
For Finance - 1 - 1 
For Marketing - 2 - 2 
Other  - 1 - 1 
Total 11 271 218 500 
Table 4.10 - BQ
 
Table of Problem aspect and Kind of IT Usage in E-commerce 
Industries Descriptive 
Kind of It usage N Mean Standard 
Deviation 
Standard 
Error 
Accounting 393 16.89 3.89 0.20 
Human Resource 
Management 
11 15.36 9.10 2.74 
For Production 68 18.60 5.06 0.61 
For Sale 23 17.26 4.20 0.88 
For Purchase 1 18.00 - - 
For Finance 1 15.00 - - 
For Marketing 2 11.50 2.12 15.00 
Other  1 12.00 - - 
Total 500 17.07 4.28 0.19 
Table 4.10 – BQ1 
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ANOVA table for Problem aspect and Kind of IT Usage in E-
commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 298.58 7 42.65 2.37 0.02 
Within Groups 8854.83 492 18.00   
Total 9153.41 499    
Table 4.10 – BQ2 
As per table 4.10–BQ2 the value of ‘F’ is 2.37, which is more than 
the table value of 2.03 at 5 percent level of significance for problem 
aspect and different kind of IT usage in E-commerce industries. So the 
null hypothesis remains stands rejected. It means that there is significant 
difference between mean scores of problem aspect and different kind of 
IT usage in E-commerce industries. The average scores of problem aspect 
and different kind of IT usage for accounting, human resource 
management, production, sale, purchase, finance, marketing and other are 
16.89, 15.36, 18.60, 17.26, 18.00, 15.00, 11.50 and 12.00 respectively. 
The total mean scores of problem aspect and IT usage for production 
usage had the highest mean score among different IT usage with problem 
aspect. This would imply that problem aspect and IT usage is substantial 
or important in E-commerce industries. 
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70. There is no significant difference between mean scores point of 
problem aspect and mean scores point of business model used by 
E-commerce industries. 
Null hypothesis (H0) = µP = µM 
Alternative hypothesis (Ha) = µP ≠ µM 
Table of Problem aspect and Business Model used in E-commerce  
Industries 
Problem Aspect Category Business Model 
0 - 9 9 - 18 18- 27 
Total 
B2B (Business-to-Business) 4 48 38 90 
B2C (Business-to-Consumer) 6 172 158 336 
C2C (Consumer –to- Consumer) 1 49 22 72 
Other - 2 - 2 
Total 11 271 218 500 
Table 4.10 - BR 
Table of Problem aspect and Business Model used by E-commerce  
Industries Descriptive 
Business Model Particular 
B2B B2C C2C Other 
Total 
N 90 336 72 2 500 
Mean 16.99 17.31 16.18 12.50 17.07 
Standard Deviation 5.05 4.22 3.35 3.54 4.28 
Standard Error 0.53 0.23 0.39 2.50 0.19 
Table 4.10 – BR1 
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ANOVA table for Problem aspect and Business Model used by E-
commerce Industries 
 Sum of 
Squares 
df Mean 
Square 
F Sig. 
Between Groups 119.08 3 39.69 2.18 0.09 
Within Groups 9034.33 496 18.21   
Total 9153.41 499    
Table 4.10 – BR2 
As per the table 4.10-BR2 the calculate value of ‘F’ is 2.18, which 
is lower than the table value of 2.62 at 5 percent level of significance. 
Thus the null hypothesis remains stands. It means that there is no 
significant difference between the mean scores of problem aspect and 
mean scores of business model used by E-commerce industries. The total 
mean scores of problem aspect and usage of business model like B2B 
(Business-to-Business), B2C (Business-to-Consumer), C2C (Consumer-
to-Consumer) and other model are 16.99, 17.31, 16.18 and 12.50 
respectively. This leads one conclude that the industries using B2C 
(Business-to-Consumer) business model had the highest scores of 
problem aspect for E-commerce as compared to usage of B2B (Business-
to-Business), C2C (Consumer-to-Consumer) and other model. This 
would imply that problem aspect and business model for E-commerce is 
not substantial or not important in E-commerce industries. 
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5.1  Introduction: 
E-commerce plays an important role in the economy by 
delivering online commercial transactions in industrial sectors. A 
journey through the traditional commerce to E-commerce shows 
that this role of E-commerce has been understood in various 
aspects over different sectors of industries. 
In this electronic era, E-commerce is the dominant online 
commercial intermediaries. It’s importance and influence in the 
economy grows with the type of industrial sector acting as the main 
conduct for transaction of commercial resources from different 
segments of industries. Moreover, E-commerce may grow up 
business in such ways by providing online business facilities like 
searching, browsing, producing, selling, delivering of goods to 
manufacturing sectors and service sectors. 
On the basis the extensive theoretical framework to start 
with the researcher had a notion that the perspective of E-
commerce has a functional relationship with different aspect like 
usage/cost, marketing, HRM (Human Resource Management), 
government, consumer, management and problem aspect. 
Good number of statements covering different issues of 
usage/cost, marketing, HRM (Human Resource Management), 
government, consumer, management and problem aspect were 
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judiciously identified in the schedule of questions used for the 
purpose of collecting primary information. 
For the present work the researcher only concentrated on the 
industrial area of Gujarat state. 
The study is in the nature of sampling work with multistage 
with help of mixed of stratified random sampling and convenient 
sampling techniques as sample of 700 industries were chosen. In 
fact 500 industries were covered for the purpose of the study. 
Though, some elements of quota sampling techniques the 
researcher is confident that there is still sample will be 
representative of the universe, as a researcher, a still behaved 
objectively and therefore judiciously believe that the theory of 
sampling testing would be suitable for testing the meaningful 
conclusion. 
A study is based on following objectives, 
 To know the use of E-commerce by the industrial units of 
Gujarat state. 
 To know the practice adopted by companies with E-
commerce activities. 
 To find out problem and prospects of E-commerce. 
 To know the possible development of E-commerce in the 
Gujarat state. 
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 To suggest an effective way of operation in E-commerce. 
Keeping in view objective of the study the researcher could 
identify following workable hypothesis according to different 
aspects. 
5.2   Usage /cost Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of usage/cost aspect. 
There is no significant difference between type of industries 
and mean score of usage/cost aspect. 
There is no significant difference between levels of IT 
(Information Technology) implementation with customer and 
supplier and mean score of usage/cost aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of usage/cost aspect. 
There is no significant difference between turnover of online 
industries and mean score of usage/cost aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of usage/cost aspect. 
There is no significant difference between geographical area 
of business and mean score of usage/cost aspect. 
There is no significant difference between level of business 
and mean score of usage/cost aspect. 
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There is no significant difference between kind of IT 
(Information Technology) usage and mean score of usage/cost 
aspect. 
There is no significant difference between business model 
and usage/cost aspect. 
5.3   Marketing Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of marketing aspect. 
There is no significant difference between type of industries 
and mean score of marketing aspect. 
There is no significant difference between levels of IT 
(Information Technology) implementation with customer and 
supplier and mean score of marketing aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of marketing aspect. 
There is no significant difference between turnover of online 
industries and mean score of marketing aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of marketing aspect. 
There is no significant difference between geographical area 
of business and mean score of marketing aspect. 
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There is no significant difference between level of business 
and mean score of marketing aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of marketing 
aspect. 
There is no significant difference between business model 
and marketing aspect. 
5.4   HRM (Human Resource Management) Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of HRM aspect. 
There is no significant difference between type of industries 
and mean score of HRM aspect. 
There is no significant difference between levels of IT 
(Information Technology) with customer and supplier and score of 
HRM aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of HRM aspect. 
There is no significant difference between turnover of online 
industries and mean score of HRM aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of HRM aspect. 
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There is no significant difference between geographical area 
of business and mean score of HRM aspect. 
There is no significant difference between level of business 
and mean score of HRM aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of HRM aspect. 
There is no significant difference between business model 
and HRM aspect. 
5.5   Government Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of government aspect. 
There is no significant difference between type of industries 
and mean score of government aspect. 
There is no significant difference between levels of IT 
(Information Technology) with customer and supplier and score of 
government aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of government aspect. 
There is no significant difference between turnover of online 
industries and mean score of government aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of government aspect. 
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There is no significant difference between geographical area 
of business and mean score of government aspect. 
There is no significant difference between level of business 
and mean score of government aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of government 
aspect. 
There is no significant difference between business model 
and government aspect. 
5.6   Consumer Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of consumer aspect. 
There is no significant difference between type of industries 
and mean score of consumer aspect. 
There is no significant difference between levels of IT 
(Information Technology) implementation with customer and 
supplier and mean score of consumer aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of consumer aspect. 
There is no significant difference between turnover of online 
industries and mean score of consumer aspect. 
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There is no significant difference between transaction cost of 
online industries and mean score of consumer aspect. 
There is no significant difference between geographical area 
of business and mean score of consumer aspect. 
There is no significant difference between level of business 
and mean score of consumer aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of consumer 
aspect. 
There is no significant difference between business model 
and consumer aspect. 
5.7   Management Aspect: 
There is no significant difference between qualifications of 
E-commerce users in mean score of management aspect. 
There is no significant difference between type of industries 
and mean score of management aspect. 
There is no significant difference between levels of IT 
(Information Technology) implementation with customer and 
supplier and mean score of management aspect. 
There is no significant difference between expenditure of IT 
(Information Technology) and mean score of management aspect. 
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There is no significant difference between turnover of online 
industries and mean score of management aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of management aspect. 
There is no significant difference between geographical area 
of business and mean score of management aspect. 
There is no significant difference between level of business 
and mean score of management aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of management 
aspect. 
There is no significant difference between business model 
and management aspect. 
5.8   Problem Aspect:
 
There is no significant difference between qualifications of 
E-commerce users in mean score of problem aspect. 
There is no significant difference between type of industries 
and mean score of problem aspect. 
There is no significant difference between levels of IT 
(Information Technology) implementation with customer and 
supplier and mean score of problem aspect. 
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There is no significant difference between expenditure of IT 
(Information Technology) and mean score of problem aspect. 
There is no significant difference between turnover of online 
industries and mean score of problem aspect. 
There is no significant difference between transaction cost of 
online industries and mean score of problem aspect. 
There is no significant difference between geographical area 
of business and mean score of problem aspect. 
There is no significant difference between level of business 
and mean score of problem aspect. 
There is no significant difference between kind of IT 
(Information Technology) usage and mean score of problem 
aspect. 
There is no significant difference between business model 
and problem aspect. 
By administering the comprehensive structured schedule of 
question to 700 sampled industries the primary data were 
calculated and classified, tabulated as par the needs of analysis. 
Besides elementary techniques like average score, standard 
deviation have been asked and both parametric and non parametric 
test like t-test and F-test at 5% level of significance have been used 
to test the null hypothesis and to draw conclusion. 
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The researcher though connected 700 industries but could get the 
response from 500 industries only. Highlights of the brief profile of the 
responding sampled industries, stated below with one dimension, two 
dimension and three dimension tabulated illustration. 
5.9   One-Dimension Tables: 
(A)   Table of industry type  
Industry 
Type 
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Service sector 114 22.8 22.8 22.8 
Manufacturing 
sector 
386 77.2 77.2 100 
Total 500 100 100  
Table - A 
Out of 700 sampled industries the researcher could get the response 
from 500 industries. Thus the response received from the sample 
industries constituted 71.43 percent of the total selected sampled 
industries. Out of 500 sampled industries 22.8% were service sector 
industries and 77.2% were manufacturing sector industries. 
(B)   Table of qualification of E-commerce users 
Qualification  Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Under 
Graduate 
6 1.2 1.2 1.2 
Graduate 141 28.2 28.2 29.4 
Post Graduate 269 53.8 53.8 83.2 
Professional 
Degree 
81 16.2 16.2 99.4 
Other 3 6 6 100 
Total 500 100 100  
Table - B 
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Out of sampled industries 1.2% E-commerce users belongs to 
under graduate, 28.2% belongs to graduate, 53.8% belongs to post 
graduates degree holders, 16.2% belongs to professional degree holders 
and 0.60% belongs to other degree holders. 
(C)   Table of level of IT implementation with customer and supplier  
Level of IT 
implementation 
with customer 
and supplier 
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Low 9 1.8 1.8 1.8 
Medium 234 46.8 46.8 48.6 
High 257 51.4 51.4 100 
Total 500 100 100  
Table - C 
 Out of the online industries 1.8% had low level, 46.8% had 
medium level and 51.4% had high-level implementation of information 
technology in business. 
(D)   Table of expenditure of IT 
Expenditure 
of IT 
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Below 25 
lacs 
265 53 53 53 
26 – 50 lacs 180 36 36 89 
Up to 1 crore 50 10 10 99 
More that 25 
crores 
5 1.0 1.0 100 
Total 500 100 100  
Table - D 
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Industries having expenditure of below 25 lacs is 53%, 26 to 50 
lacs is 36%, up to 1 crore is 10% and more than 25 crores is 1.0% out of 
online industries. 
(E)   Table of turnover of IT 
Turnover of 
IT 
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Below 25 
lacs 
55 11 11 11 
26 – 50 lacs 82 16.4 16.4 27.4 
Up to 1 
crore 
219 43.8 43.8 71.2 
More that 25 
crores 
144 28.8 28.8 100 
Total 500 100 100  
 
Table - E 
Out of online industries having turnover of below 25 lacs is 11%, 
26 to 50 lacs is 16.4%, up to 1 crore is 43.8% and 28.8% is more than 25 
crores. 
(F)   Table of transaction cost  
Transaction 
cost 
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Below 25 
lacs 
404 80.8 80.8 80.8 
26 – 50 lacs 90 18.0 18.0 98.8 
Up to 1 crore 6 1.2 1.2 100 
Total 500 100 100  
 
Table - F 
 306
 Online industries having transaction cost of below 25 lacs is 
80.8%, 26 to 50 lacs is 18.0% and up to 1 crore is 1.2%. 
(G)   Table of geographical area of business 
Geographical 
Area  
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
East Gujarat 93 18.6 18.6 18.6 
Central 
Gujarat 
263 52.6 52.6 71.2 
South Gujarat 29 5.8 5.8 77.0 
West Gujarat 72 14.4 14.4 91.4 
North Gujarat 43 8.6 8.6 100 
Total 500 100 100  
Table - G 
According to geographical area East Gujarat have 18.6%, Central 
Gujarat have 52.6%, South Gujarat have 5.8%, West Gujarat have 14.4% 
and North Gujarat have 8.6% geographical area of business out of online 
industries. 
(H)   Table of level of business 
Level of 
Business  
Frequency Percentage Valid 
Percentage 
Cumulative 
Percentage 
Local level 7 1.4 1.4 1.4 
District level 10 2.0 2.0 3.4 
State level 128 25.6 25.6 29.0 
National level 176 35.2 35.2 64.0 
International 
level 
179 35.8 35.8 100 
Total 500 100 100  
 
Table - H 
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Out of sampled online industries business at local level is 1.4%, 
district level is 2.0%, state level is 25.6%, national level is 35.2% and 
international level is 35.8%. 
5.10   Two Dimension Tables: 
(A)   Industry type and expenditure of IT 
Expenditure of IT (Information 
Technology) 
Type of 
Industry 
Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
More 
than 25 
crores 
Total 
Service 56 37 19 2 114 
Manufacturing 209 143 31 3 386 
Total 265 180 50 5 500 
Table - A 
In service sector online industries having expenditure of IT 
(Information Technology) below 25 lacs, 26 to 50 lacs, up to 1 crore and 
more than 25 crores are 56, 37, 19, 2 respectively. In manufacturing 
sector there are 209, 143, 31, 3 industries having expenditure below 25 
lacs, 26 to 50 lacs, up to 1 crore and more than 25 crores respectively. 
(B)   Industry type and turnover 
Turnover Type of 
Industry Below 
25 lacs 
26 – 50 
lacs 
Up to 1 
crore 
More 
than 25 
crores 
Total 
Service 21 15 41 37 114 
Manufacturing 34 67 178 107 386 
Total 55 82 219 144 500 
Table - B 
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In service sector online industries having turnover below 25 lacs, 
26 to 50 lacs, up to 1 crore and more than 25 crores are 21, 15, 41, 37 
respectively. In manufacturing sector there are 34, 67, 178, 107 industries 
having expenditure below 25 lacs, 26 to 50 lacs, up to 1 crore and more 
than 25 crores respectively. 
(C)   Transaction cost and turnover 
 
 
Transaction cost Turnover 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
Below 25 lacs 53 1 1 55 
26 – 50 lacs 79 2 1 82 
Up to 1 crore 208 10 1 219 
More than 25 crores 64 77 3 144 
Total 404 90 6 500 
 
Table – C 
 
Online industries having turnover below 25 lacs and transaction 
cost below 25 lacs, 26 to 50, up to 1 crore are 53, 1, 1 respectively. 
Turnover 26 to 50 lacs and transaction cost below 25 lacs, 26 to 50, up to 
1 crore are 19, 2, 1 respectively. Turnover up to 1 crore and transaction 
cost below 25 lacs, 26 to 50, up to 1 crore are 208, 10, 1 respectively. 
Turnover more than 25 crores and transaction cost below 25 lacs, 26 to 
50, up to 1 crore are 64, 77, 3 respectively. 
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(D)   Transaction cost and expenditure of IT 
Transaction cost Expenditure of IT 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
Total 
Below 25 lacs 248 14 3 265 
26 – 50 lacs 145 34 1 180 
Up to 1 crore 7 41 2 50 
More than 25 crores 4 1 0 5 
Total 404 90 6 500 
 
Table – D 
 
Online industries having expenditure of IT below 25 lacs and 
transaction cost below 25 lacs, 26 to 50, up to 1 crore are 248, 14, 3 
respectively. Expenditure of IT 26 to 50 lacs and transaction cost below 
25 lacs, 26 to 50, up to 1 crore are 145, 34, 1 respectively. Expenditure of 
IT up to 1 crore and transaction cost below 25 lacs, 26 to 50, up to 1 crore 
are 7, 41, 2 respectively. Expenditure of IT more than 25 crores and 
transaction cost below 25 lacs, 26 to 50, up to 1 crore are 4, 1, 0 
respectively. 
(E)   Level of business and geographical area of business 
The Level of Business Geographical 
Area of 
Business 
Local 
Level 
District 
Level 
State 
Level 
National 
Level 
International 
Level 
Total 
East Gujarat 0 2 24 50 17 93 
Central Gujarat 2 7 81 85 88 263 
South Gujarat 1 0 4 10 14 29 
West Gujarat 1 1 8 20 42 72 
North Gujarat 3 0 11 11 18 43 
Total 7 10 128 176 179 500 
Table - E 
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Online industries having geographical area of east Gujarat and 
level of business at local level, district level, state level, national level and 
international level are 0, 2, 24, 50 and 17 respectively. Industries having 
geographical area of central Gujarat and level of business at local level, 
district level, state level, national level and international level are 2, 7, 81, 
85 and 88 respectively. Industries having geographical area of south 
Gujarat and level of business at local level, district level, state level, 
national level and international level are 1, 0, 4, 10 and 14 respectively. 
Industries having geographical area of west Gujarat and level of business 
at local level, district level, state level, national level and international 
level are 1, 1, 8, 20 and 42 respectively. Industries having geographical 
area of north Gujarat and level of business at local level, district level, 
state level, national level and international level are 3, 0, 11, 11 and 18 
respectively. 
(F)   Turnover and IT implementation with customer and supplier 
Turnover Level of IT 
implementation 
with customer 
and supplier 
Below 25 
lacs 
26 – 50 
lacs 
Up to 1 
crore 
More than 
25 crores 
Total 
Low 8 1 0 0 9 
Medium 42 73 107 12 234 
High 5 8 112 132 257 
Total  55 82 219 144 500 
 
Table - F 
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Low level of IT implementation with customer and supplier and 
having turnover below 25 lacs, 26 to 50 lacs, up to 1 crore and more than 
25 crores are 8, 1, 0 and 0 respectively. Medium level of IT 
implementation with customer and supplier and having turnover below 25 
lacs, 26 to 50 lacs, up to 1 crore and more than 25 crores are 42, 73, 107 
and 12 respectively. High level of IT implementation with customer and 
supplier and having turnover below 25 lacs, 26 to 50 lacs, up to 1 crore 
and more than 25 crores are 5, 8, 112 and 132 respectively. 
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5.11   Three Dimension Tables: 
(A)   Turnover, Transaction cost and Expenditure of IT 
Turnover Expenditure 
of IT 
Transaction 
cost Belo
w 25 
lacs 
26 – 
50 
lacs 
Up to 
1 
crore 
More 
than 
25 
crores 
Total 
Below 25 lacs 52 76 113 7 248 
26 – 50 lacs 1 1 7 5 14 
Up to 1 crore 1 1 1 0 3 
Below 25 
lacs 
Total  54 78 121 12 265 
Below 25 lacs 1 1 91 52 145 
26 – 50 lacs 0 0 1 33 34 
Up to 1 crore 0 0 0 1 1 
26 – 50 lacs 
Total  1 1 92 86 180 
Below 25 lacs 0 0 2 5 7 
26 – 50 lacs 0 1 2 38 41 
Up to 1 crore 0 0 0 2 2 
Up to 1 crore 
Total  0 1 4 45 50 
Below 25 lacs 0 2 2 0 4 
26 – 50 lacs 0 0 0 1 1 
Up to 1 crore 0 0 0 0 0 
More than 25 
crores 
Total  0 2 2 0 5 
Below 25 lacs 53 79 208 64 404 
26 – 50 lacs 1 2 10 77 90 
Up to 1 crore 1 1 1 3 6 
Total  
Total  55 82 219 144 500 
Table - A 
Industries having below 25 lacs expenditure, below 25 lacs 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 52,76,113,7 respectively. Industries having below 
25 lacs expenditure, 26 to 50 lacs transaction cost and turnover below 25 
lacs, 26 to 50 lacs, up to 1 crore, more than 25 crores are 1,1,7,5 
respectively. Industries having below 25 lacs expenditure, 1 crore 
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transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 1,1,1,0 respectively.  
Industries having 26 to 50 lacs expenditure, below 25 lacs 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 1,1,91,52 respectively. Industries having 26 to 50 
lacs expenditure, 26 to 50 lacs transaction cost and turnover below 25 
lacs, 26 to 50 lacs, up to 1 crore, more than 25 crores are 0,0,1,33 
respectively. Industries having 26 to 50 lacs expenditure, 1 crore 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 0,0,0,1 respectively.  
Industries having up to 1 crore expenditure, below 25 lacs 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 0,0,2,5 respectively. Industries having up to 1 
crore expenditure, 26 to 50 lacs transaction cost and turnover below 25 
lacs, 26 to 50 lacs, up to 1 crore, more than 25 crores are 0,1,2,38 
respectively. Industries having up to 1 crore expenditure, 1 crore 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 0,0,0,2 respectively.  
Industries having up to 25 crores expenditure, below 25 lacs 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 0,2,2,0 respectively. Industries having more than 
25 crores expenditure, 26 to 50 lacs transaction cost and turnover below 
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25 lacs, 26 to 50 lacs, up to 1 crore, more than 25 crores are 0,0,0,1 
respectively. Industries having up to 25 crores expenditure, 1 crore 
transaction cost and turnover below 25 lacs, 26 to 50 lacs, up to 1 crore, 
more than 25 crores are 0,0,0,0 respectively.  
(B)   Turnover, Transaction cost and Expenditure of IT 
Transaction cost Type of 
Industry 
Turnover  
Below 
25 lacs 
26 – 50 
lacs 
Up to 
1 crore 
Total 
Below 25 lacs 19 1 1 21 
26 – 50 lacs 15 0 0 15 
Up to 1 crore 39 2 0 41 
More than 25 crores 16 21 0 37 
Service  
Total  89 24 1 114 
Below 25 lacs 34 0 0 34 
26 – 50 lacs 64 2 1 67 
Up to 1 crore 169 8 1 178 
More than 25 crores 48 56 3 107 
Manufact
uring 
Total  315 66 5 386 
Below 25 lacs 53 1 1 55 
26 – 50 lacs 79 2 1 82 
Up to 1 crore 208 10 1 219 
More than 25 crores 64 77 3 144 
Total  
Total  404 90 6 500 
Table – B 
 
Service industries having below 25 lacs turnover and transaction 
cost below 25 lacs, 26 to 50 lacs, up to 1 crore are 19,1,1 respectively. 
Service industries having 26 to 50 lacs turnover and transaction cost 
below 25 lacs, 26 to 50 lacs, up to 1 crore are 15,0,0 respectively. Service 
industries having up to 1 crore turnover and transaction cost below 25 
lacs, 26 to 50 lacs, up to 1 crore are 39,2,0 respectively. Service industries 
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having more than 25 crores turnover and transaction cost below 25 lacs, 
26 to 50 lacs, up to 1 crore are 16,21,0 respectively. 
Manufacturing industries having below 25 lacs turnover and 
transaction cost below 25 lacs, 26 to 50 lacs, up to 1 crore are 34,0,0 
respectively. Manufacturing industries having 26 to 50 lacs turnover and 
transaction cost below 25 lacs, 26 to 50 lacs, up to 1 crore are 64,2,1 
respectively. Manufacturing industries having up to 1 crore turnover and 
transaction cost below 25 lacs, 26 to 50 lacs, up to 1 crore are 169,8,1 
respectively. Manufacturing industries having more than 25 crores 
turnover and transaction cost below 25 lacs, 26 to 50 lacs, up to 1 crore 
are 48,56,3 respectively. 
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The broader conclusions based on summaries of the study of 
perspective of E-commerce are briefly reproduced below: 
6.1   Usage /cost Aspect: 
1. It has been found that the average score of qualifications of 
E-commerce users, industry type, expenditure, turnover and 
usage/cost aspect is not significantly different from each 
other. It implies that the practical knowledge of computer is 
more important than qualification for online business. It has 
been also found that online business is more convenient in 
manufacturing sector rather than service sector. Industries 
spending less on information technology cannot afford 
online business. Some times industries having large turnover 
are not willing for online business. Because they are not 
ready for any change. But in this techno era industries must 
accept changes. They have to accept new technology for 
boosting their business. 
2. There is a significant difference between usage/cost aspect 
and levels of IT (Information Technology) with customer 
and supplier in business. It has been found that the calculated 
value of ‘F’ is higher by table value at 5 percent level of 
significance. This means that IT implementation level with 
customer and supplier effects online business. This means 
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that level of IT implementation with customer and supplier 
gives boost to business to grow up. 
3. It has been found that there is significant difference between 
transaction costs of online industries and mean score of 
usage/cost aspect. The calculated value of ‘F’ is higher by 
table value at 5 percent level of significance. It means in E-
commerce business transaction cost can be reduced.  
4. There is significant difference between geographical area of 
business and mean score of usage/cost aspect. It means that 
value of ‘F’ at table value of 5 percent level of significance 
is more than the table value. This implies that in Gujarat 
state the geographical area of the industries effects the use of 
E-commerce  
5. It has been found that mean score of usage/cost aspect and 
level of business is not significantly different. It is right to 
say that online business is suitable for any level of business 
like local level, district level, state level, national level and 
international level. 
6. There is a significant difference between kind of IT 
(Information Technology) usage and mean score of 
usage/cost aspect. The calculated value of ‘F’ is higher than 
the table value at 5 percent level of significance. It means 
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different kind of information technology usage is helpful for 
online business. 
7. The mean score of usage/cost aspect and business model is 
significantly different from each other. The calculated value 
of ‘F’ is more than table value at 5 percent level of 
significant. It means different business models have different 
effect on online business. 
6.2   Marketing Aspect: 
1. Marketing aspect found that there is significant difference 
between qualifications of E-commerce users, type of 
industry, level of IT (Information Technology) 
implementation with customer and supplier in mean score of 
marketing aspect. 
This implies that marketing need some skills and 
knowledge. So from marketing point of view, qualification is 
necessary for online business. It is clear that any type of 
industry whether it is service sector or manufacturing sector, 
needs marketing efforts. Customer and supplier both are two 
sides of a coin in business, so implementation of IT with 
customer and supplier in business at different level (low, 
medium, high) effects online business. 
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2. There is no significant difference between expenditure on IT 
(Information Technology) and mean score of marketing 
aspect. This would imply that according to Marketing point 
of view expenditure on IT has no effect on online business. 
3. It was found that there is a significant difference between  
(1) Turnover of online industries and mean score of 
marketing aspect. 
(2) Transaction cost of online industries and mean score 
of marketing aspect. 
(3) Geographical area of business and mean score of 
marketing aspect. 
Every businessman tries to increase turnover with less 
transaction cost and marketing efforts, so turnover and 
transaction cost effects online business from marketing point 
of view. Online business reduces the geographical area of 
business. Marketing is the key to success of any business in 
any geographical place. 
4. There is no significant difference between level of business 
and mean score of marketing aspect. It means that marketing 
efforts at different level of business has no effect in online 
business. 
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5. There is a significant difference between kind of IT 
(Information Technology) usage and mean score of 
marketing aspect. Calculated value of ‘F’ is more by table 
value at 5 percent level of significance. It means that 
different kind of IT usage effects online business. 
6. There is no significant difference between business model 
and marketing aspect. This implies that according to 
marketing point of view industries can use any business 
model as per requirement of business. It has no effect on 
online business. 
6.3   HRM (Human Resource Management) Aspect: 
1. It is clear that there is no significant difference between  
(1)   Qualifications of E-commerce users in mean score of 
HRM aspect. 
(2)   Type of industries and mean score of HRM aspect. 
(3)   Level of IT (Information Technology) 
implementation with customer and supplier and 
mean score of HRM aspect. 
(4)   Expenditure of IT (Information Technology) and 
mean score of HRM aspect. 
(5)   Turnover of online industries and mean score of 
HRM aspect. 
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The calculated value of ‘F’ is lower than the table 
value at 5 percent level of significant. It means that 
qualification of E-commerce users, industry type, level of IT 
implementation; expenditure of IT, turnover and HRM 
aspect has no effect on E-commerce industries.  
2. It has been found that there is a significant difference 
between  
(1) Transaction cost of online industries and mean score 
of HRM aspect. 
(2) Geographical area of business and mean score of 
HRM aspect. 
This would imply that transaction cost of online 
industries and geographical area of business effects on 
online business. 
3. HRM aspect found that the level of business; kind of IT 
(Information Technology) usage is not significantly different 
in online business. It means that level of business; kind of IT 
usage has no effect on online business. 
4. There is a significant difference between business model and 
HRM aspect. 
Calculated value of ‘F’ is lower than the table value at 
5 percent level significance. This implies that there is some 
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differences between mean scores of business model and 
HRM aspect. This would imply that different business 
models effects on online business. 
6.4   Government Aspect: 
1. There is no significant difference between;  
(1) Qualifications of E-commerce users in mean score of 
government aspect. 
(2) Type of industries and mean score of government 
aspect. 
(3) Level of IT (Information Technology) 
implementation with customer and supplier and 
mean score of government aspect. 
(4) Expenditure of IT (Information Technology) and 
mean score of government aspect. 
(5) Turnover of online industries and mean score of 
government aspect. 
 This would imply that qualification, type of industry 
whether it is manufacturing sector or service sector, level of 
IT implementation with customer and supplier, expenditure 
of IT and turnover has no effect on online business.  
2. It has been found that there is a significant difference 
between  
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(1) Transaction cost of online industries and mean score 
of government aspect. 
(2) Geographical area of business and mean score of 
government aspect. 
(3) Level of business and mean score of government 
aspect. 
As we know that government is reducing their subsidy 
from different sectors. So that goods or services become 
costly to customer. It is also clear that in different 
geographical area at different level of business like local 
level, district level, state level, national level and 
international level, policy of government affects each and 
every business. So the government should take interest for 
the growth of online business. 
3. There is no significant difference between  
(1)   Kind of IT (Information Technology) usage and 
mean score of government aspect. 
(2) Business model and government aspect. 
This means that different kind of IT usage and different 
business models of E-commerce have no effect. 
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6.5   Consumer Aspect: 
1. There is no significant difference between  
(1) Qualifications of E-commerce users in mean score of 
consumer aspect. 
(2)    Level of IT (Information Technology) 
implementation with customer and supplier and 
mean score of consumer aspect. 
(3) Expenditure of IT (Information Technology) and 
mean score of consumer aspect. 
According to consumer aspect qualification of E-
commerce user, level of IT implementation with 
customer and supplier and expenditure of IT has no 
effect. It means that qualification, level of IT 
implementation with customer and supplier and 
expenditure of IT is not so important for online 
business. 
2. There is a significant difference between  
(1) Type of industries and mean score of consumer 
aspect 
(2) Turnover of online industries and mean score of 
consumer aspect. 
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(3) Transaction cost of online industries and mean score 
of consumer aspect. 
(4) Geographical area of business and mean score of 
consumer aspect. 
(5) Level of business and mean score of consumer 
aspect. 
(6) Kind of IT (Information Technology) usage and 
mean score of consumer aspect. 
(7) Business model and consumer aspect. 
Due to some issues like social, security and privacy in 
service sector, online business has to face major problems. 
People have less trust on goods or services shown on 
website. So from consumer point of view, online business 
needs some security and privacy.  
6.6   Management Aspect: 
1. There is no significant difference between qualifications of 
E-commerce users in mean score of management aspect. It 
means that qualification of E-commerce user has no effect in 
online business. 
2. There is a significant difference between  
(1) Type of industries and mean score of management 
aspect. 
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(2) Level of IT (Information Technology) 
implementation with customer and supplier and 
mean score of management aspect. 
(3) Turnover of online industries and mean score of 
management aspect. 
Planning, production, pricing and promotions are four 
pillars. If these four pillars are strong, the business becomes 
successful. In every business, management has to play an 
important role between productivity of goods or services and 
customer and supplier. So that, to increase turnover, 
management has to empower these four pillars. 
3. There is no significant difference between   
(1) Expenditure of IT (Information Technology) and 
mean score of management aspect. 
(2) Transaction cost of online industries and mean score 
of management aspect. 
(3) Geographical area of business and mean score of 
management aspect. 
(4) Level of business and mean score of management 
aspect. 
(5) Kind of IT (Information Technology) usage and 
mean score of management aspect. 
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(6) Business model and management aspect. 
 According to management aspect expenditure of IT, 
transaction cost, geographical area, level of business at 
local level, district level, national level and international 
level, different kind of IT usage has no effect in online 
business. 
6.7   Problem Aspect: 
1. There is no significant difference between  
(1) Qualifications of E-commerce users in mean score of 
problem aspect. 
(2) Type of industries and mean score of problem 
aspect. 
(3) Level of IT  (Information Technology) 
implementation with customer and supplier and 
mean score of problem aspect. 
(4) Expenditure of IT (Information Technology) and 
mean score of problem aspect. 
(5) Transaction cost of online industries and mean score 
of problem aspect. 
(6) Business model and problem aspect. 
This would imply that qualification of E-commerce user, 
type of industry, level of IT implementation with 
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customer and supplier, expenditure of IT, transaction cost 
and business model has no effect in online business. 
2. There is a significant difference between  
(1) Turnover of online industries and mean score of 
problem aspect. 
(2) Geographical area of business and mean score of 
problem aspect. 
(3) Level of business and mean score of problem aspect. 
(4) Kind of IT (Information Technology) usage and 
mean score of problem aspect. 
 It is clear that the life style of human beings in 
different geographical area at different levels like local level, 
district level, state level, national level and international 
level is different according to their needs in different kind of 
usage. There are many factors which effect on turnover of 
online business like less trust on goods or services and 
payment system, delivery of goods. These factors differ 
according to geographical area of business and life style of 
human beings. 
On the basis of above summary and conclusions the 
researcher is of the firm view about the following aspects: 
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 6.8 Overall Conclusion: 
Electronic commerce may be a new form of doing business 
in India, but it has developed rapidly. Even though e-commerce has 
a short history, there have been several important turning points in 
its development. Further, as progress took place, more markets 
opened up for the use of electronic commerce. It has become that 
can be used in more than just for Consumer-to-Consumer, but also 
for other markets such as Business-to-Business. This research in e-
commerce focuses on making the experience more natural and 
comfortable for the customer, through such technology as virtual 
agents. As with other forms of business, e-commerce has more 
impact on some industries than others, such as the culture and 
information sector. Other industrial sectors, like service sector, 
have the potential for large future growth via electronic commerce. 
As this growth continues, this type of business has to face social, 
economic and privacy issues. In each of these aspects of society, 
we can see areas where e-commerce is becoming successful, but 
there are also areas for improvement. A major area of concern is 
the issue of privacy. Consumers hesitate to use online business 
because they often have limited guarantees about the privacy of 
their information. If concerns like these can be reduced, electronic 
commerce can play a positive role in improving the world of 
business.  
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Questionnaire - “Perspective of E-Commerce in the industries of 
Gujarat state”. 
 
Personal detail: 
Name: _____________________________________________________ 
E-mail ID: _________________________________________________ 
Designation: ________________________________________________ 
Sex:  Male   Female 
Academic qualification: (Please tick √) 

  Under Graduate   Graduate 
  Post Graduate    Professional Degree (specify) ____ 

  Other (Please specify)___________ 
Are you from IT department? [Yes/No]: ________ 
Brief about the company: 
Name         : ___________________________________ 
Address of the company     : ____________________________________ 
(Including phone and fax no.)  __________________________________ 
                                                  __________________________________ 
Type of Industry:   Service  Manufacturing  
[If service, specify name of service:___________________________] 
[If manufacturing, specify name of 
manufacturing:_____________________________] 
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Specify number of branches: ________ 
Does your company have Internet Connection?[Yes/No]:________ 
 [If yes, specify the type of Internet connection from the following] 
   Dial Up      Leased Line   Cable Net  Broad Band 
Specify the speed of Internet connection? [Specify in bps]: __________ 
Is the Internet connection available department wise? [Yes/No]: _______ 
[If yes, which departments have the connectivity?________________] 
How many no of terminals are having net connectivity? ___________ 
Does your company having a website?[Yes/No]: ________ 
[If yes, what is the web site address: http\www.                                      ] 
Specify the level of IT implementation with your customer and supplier: 

  Low   Medium   High 
Specify expenditure of your company on IT: 

  Bellow 25 laces  26 – 50 laces  Up to 1 corers  More than 25 corers                                                           
Please specify your Turnover:  

  Bellow 25 laces  26 – 50 laces  Up to 1 corers  More than 25 corers 
Please specify your Transaction cost:  
  Bellow 25 laces  26 – 50 laces  Up to 1 corers  More than 25 corers 
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Specify Geographic Area of your business:___________________ 
Specify the level of your business: 

  Local level   District level  
 State level   National level  
 International level 
Specify the kind of IT usage in your organization: 
  Accounting   Human Resource Management  For Production 

  For Sales    For Purchase    For Finance 
  Maintain Inventory  For Marketing    Other: _____ 
Specify your organization experience in IT field in number of years: ____ 
Do you consider IT to play a significant role in your business? [Yes/No]: _________ 
[If yes, what is the role of IT in business?] 
 
 
Have you ever explored the Internet as a means to establish connectivity 
within organization and outside organization? [Yes/No]:  _______ 
Specify, which model you have use for E-commerce from the following? 
   B2B  B2C  C2C  Other: ________ 
Are you aware about EDI standards? [Yes/No]:  _______ 
Are you using EDI standards or EDI software? [Yes/No]: ________ 
[If yes, have you implemented EDI for your industry? [Yes/No]: ______] 
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Specify the payment system of your company followed in e-modeling 
from the following: 
       

  Credit card   Debit card   Smart card 
         Visa card    Bank draft   Cheque 
         E-cash    All of above   Other (specify) _______ 
Specify the details regarding your employees in the following table: 
 
 
 
 
Total 
Employee 
Employee in IT Department 
 Professional Graduate in 
B.com. /B.B.A./ 
B.C.A./B.S.C.I.T. 
P.G.D.C.A. M.C.A. 
/ 
M.B.A. 
Other 
      
 
 342
(Please tick √ to your choice) 
 
Information related to Usage/Cost aspect 
 
 
 
 
Fully 
agree Agree 
Neutr
al 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that your business will 
gear up due to the use of E-Commerce? 
 
     
2. Do you believe that use of E-Commerce 
will reduce the transaction cost of your 
business? 
 
     
3. Do you believe that establishment cost 
for e-business is much higher than 
traditional business? 
 
     
4. Do you believe that online business will 
help medium and small-scale business? 
 
     
5. Do you believe that to purchase resources 
for online business and its maintenance is 
costly? 
 
     
6. Do you believe that online business needs 
trained and skilled staff, which increases 
cost than the benefits? 
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Information related to Marketing aspect 
 
 
 
Fully 
agree Agree 
Neut
ral 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that it is difficult to divert 
customer from traditional buying system to 
online buying system? 
 
     
2. Do you believe that purchase of goods 
takes more time in online business for 
selecting proper items from web page? 
 
     
3. Do you believe that delivery of goods is 
one of the limitations for E-Commerce 
business? 
 
     
4. Do you believe that online business, do 
not provide touch ability of goods, 
bargaining and other type of facilities to 
the customer? 
 
     
5. Do you believe that advertising for online 
business is costly and less effective than 
that of traditional business? 
 
     
6. Do you believe that online business needs 
more effective marketing strategy? 
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Information related to Human Resource Management aspect 
 
 
 
Fully 
agree Agree Neutral 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that online business 
will reduce Employeement 
opportunity? 
 
     
2. Do you believe that employees 
becomes machine dependent in 
online business? 
 
     
3. Do you believe that employee 
becomes lazy and passive due to 
machine oriented work? 
 
     
4. Do you believe that in online 
business, employees are required to 
update about technology by 
training? 
 
     
5. Do you believe that business 
through E-Commerce will loose the 
personal touch with employees? 
 
     
6. Do you believe that employees are 
not ready to work with new trend of 
business (online business)? 
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Information related to Consumer aspect 
 
 
Fully 
agree Agree Neutral 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that the E-Commerce 
reduces complains and time for 
purchasing? 
 
     
2. Do you believe that online business 
covers all the sectors like Travels and 
Tourism, Medical, Education, Social 
services, Employeement sector etc.? 
     
3. Do you believe that through the use of 
E-Commerce customers are benefited, 
as commission of middleman will be 
removed? 
 
     
4. Do you believe that online business 
requires good E-security and anti 
hacking system? 
 
     
5. Do you believe that online business 
requires a system for authentication 
mechanism and even for legal status 
of E-contracts? 
     
6. Do you believe that rural is neglected 
in online business? 
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Information related to Government aspect 
 
 
Fully 
agree Agree Neutral 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that there is not proper 
development of E-Commerce 
environment, which enables trade, 
economic and community development 
in Gujarat? 
     
2. Do you believe that taxes are not to 
impose on online goods and services? 
     
3. Do you believe that it is better to develop 
funding partnership between government 
and private forms for E-Commerce? 
     
4. Do you believe that government should 
provide sufficient infrastructure regarding 
slow downloading, development of 
affordable access network, development 
of intelligent high-speed data and voice 
network? 
     
5. Do you believe that government of 
Gujarat has to provide subsidy for 
industrial development to grow up E-
commerce? 
     
6. Do you believe that Gujarat government 
should apply actions for security of 
business transaction for E-commerce? 
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Information related to Problem aspect 
 
 
 
 
Fully 
agree Agree Neutral 
Dis-
agree 
Strongly- 
Dis-agree 
1. Do you believe that customer has less 
awareness about online business? 
     
2. Do you believe that it is difficult to 
identify real customer in online 
business? 
     
3. Do you believe that online business is 
only possible for urban people? 
     
4. Do you believe that people have less 
trust on payment through electronic 
card? 
     
5. Do you believe that customer has less 
trust about the quality of goods shown 
on website for online business? 
     
6. Do you believe that customer has less 
trust about the delivery of goods shown 
on website for online business? 
     
 
Your suggestions for development of E-Commerce in Gujarat state: 
 
 
 
 
 
 
 
 
